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i  SEE  YOUTH  IN  THE  FUNNY  PAPERS 

1JUST  SAW  THE  ARTICLE  ON  THE 

newspaper  industry’s  failure  to  hook 
young  readers  over  the  past  30  years 
i  [“Youth  must  be  served  . . .  but  how?”  June 
3,  p.  12  ] .  Conspicuous  by  its  absence  was 
any  mention  of  comics!  I  know  this  isn’t 
I  news  to  you,  but  the  reason  comics  were 

j  created  100  years  ago  —  by  editors  —  was 
j  for  this  very  reason:  to  attract  young  read- 

j  ers  and  hold  on  to  them  as  they  grow  up. 
i  It  worked  then  and  still  does  today.  And, 

not  coincidentally,  the  destruction  of 
comics  by  newspapers  began  about  30 
years  ago.  If  editors  would  get  off  their 
journalistic  high  horse  and  take  a  look  at 
their  own  history,  they  might  rediscover  a 
way  to  stay  in  business  by  creating  future 
readership.  Or  is  all  this  too  obvious  for 
such  newsroom  intellectuals? 

WILEY  MILLER 
CREATOR 
“Non  Sequitur” 
Universal  Press  Syndicate 

HEANFIRST  INTO  THE  WAK-MANT) 

JUST  READ  YOUR  STORY  ABOUT 

Wal-Mart  Stores  Inc.  [“Monster 
in  a  box,”  May  27,  p.  8].  Bravo. 

I,  too,  have  many  stories  to  tell  about  the 
chain  —  all  bad  —  but  the  best  example  I 
can  give  is  about  Mountain  View,  Mo., 
which,  ironically,  is  the  hometown  of 
David  Dayne  Glass,  former  CEO  and 
president  of  Wal-Mart. 

In  the  early  1990s,  I  was  editor  and  pub¬ 
lisher  of  the  Willow  Springs  News,  and  our 
sibling  publication  was  the  Mountain  View 
Standard.  In  1990  or  1991,  Wal-Mart  came 
to  town,  and  it  did  a  bang-up  business. 


About  a  year  later,  I  attended  a  meeting 
i  of  the  Mountain  View  Chamber  of 
j  Commerce,  and  the  topic  was  retail  sales.  It 
I  was  noted  that  the  previous  year,  which  I 
i  think  was  1990,  retail  businesses  had  $16 
:  million  in  net  sales  in  Mountain  View.  But, 
j  in  1991,  with  Wal-Mart  in  town  for  a  year, 

;  that  total  jumped  to  $28  million.  This  is  no 
j  joke,  but  the  city  fathers,  many  of  them 
merchants,  were  bragging  up  a  storm  about 
;  the  positive  impact  that  Wal-Mart  had 
made  in  Mountain  View, 
i  “Shoot,  our  town’s  business  district  has 
j  nearly  doubled  because  of  them,”  said  an 
;  old  gent  who  owned  a  furniture  store. 

;  “They’ve  saved  this  town.” 

I  So,  I  asked  what  to  me  was  an  obvious 
I  question:“How  much  of  that  $28  million  in 
I  gross  sales  came  from  Wal-Mart?” 

I  The  answer  came  a  few  seconds  later 
i  from  the  Mountain  View  city  manager.  “A 
little  more  than  $18  million,”  he  said. 

No  one  caught  on.  But  here’s  the  “nuts 
and  bolts”  of  it.  In  1990,  local  merchants 
i  grossed  $18  million  in  total  sales.  In  1991, 
they  grossed  only  $10  million,  because  Wal- 
Mart  did  more  than  $18  million  by  itself. 

Over  the  next  four  years,  until  I  left  Wil- 
I  low  Springs  in  1995, 1  watched  numerous 
i  businesses  in  downtown  Mountain  View 
i  fail.  All  sold  goods  also  carried  by  Wal- 
I  Mart.  Among  those  to  fail  was  the  afore¬ 
mentioned  furniture  store  operated  by  the 
older  man  who  previously  had  S2iid  that 
Wal-Mart  had  “saved  this  town.” 

“Wal-Mart  did  this  to  me,”  he  said 
I  when  I  interviewed  him  before  his 
business  closed. 

DAN  WEHMER 

EDITOR  AND  PUBLISHER 
I  Webster  County  Citizen 

'  Seymour,  Mo. 


ON  THE  LINE  Making  links:  Daniel  | 

Pearl  and  the  Boston  Phoenix  . . .  .25 

■30"  Alicia  Mundy:  On  the  separation 
of  church  and  Fourth  Estate 26 

I 

Classified  . 15 

Cover  illustration  by  Clay  Bennett  ; 


- ^  50  YEARS  AGO  - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


JUNE  21,  19.52: 

A  major  controversy  was  touched 
off  in  Denver  June  18  among  the 
reporters  covering  Dwight  D. 
Eisenhower’s  campaign  for 
the  Republican  presidential 


nomination.  The  cause  was  an  off- 
the-record  luncheon  session  held 
for  the  general  by  reporters  from 
newspapers  backing  his  candidacy. 

Advertisers  in  Time  are  receiving 


letters  from  Sen.  Joseph  R. 
McCarthy,  R-Wis.,  asking  them  to 
withdraw  their  business  from  the 
magazine,  it  was  reported  this 
week  by  James  A.  Linen,  publisher 
of  the  magazine. 


2  EDITOR*  PUBLISHER  JUNE  17,  2002 


www.editorandpublisher.com 


VICTORIA  AROCHO/aP  PHOTO 


Barring  last- 

minute  progress, 
the  three  parties  fight¬ 
ing  over  the  ownership 
of  The  Salt  Lake 
Tribune  will  have  to 
explain  to  U.S.  District 
Ju<^  Ted  Stewart 
Tuesday  why  they 
still  haven’t  begun 
settlement  talks.  He 
strongly  urged  such 
talks  when  he  ruled 
last  month  that  the 
Tribune’i  family 
management  could 
exercise  its  option  to 
buy  the  paper,  now 
owned  by  MediaNews. 
Group  Inc.,  after 
July  31  —  but  only 
if  its  JOA  partner. 

The  Deseret  Afews, 
consents. 

Settlement  talks 
were  supposed  to  start 
last  Tuesday,  but  did 
not.  One  apparent 
stumbling  block  was 
the  suggestion  from 
Philip  McCarthey, 
chairman  of  the  family 
management’s  Salt 
Lake  Tribune 
Publishing  Co.,  that 
Utah  businessman 
Jon  M.  Huntsman 
join  the  talks  as  an 
independent  voice. 

-  MARK  FITZGERALD 


a  Saturday,  and  began  a  rapid-fire  rampage  that  left  a 
co-worker  and  a  supervisor  dead,  with  another  em¬ 
ployee  seriously  wounded.  Soon  after,  Pacheco  died  in 
a  blaze  inside  his  car,  leaving  reporters,  police,  and 
family  members  to  wonder  why  he’d  snapped,  while 
the  Journal  arranged  grief  counseling  for  employees. 

“It’s  been  surreal,”  said  Amanda  Milkovits,  one  of 
the  lead  reporters  on  the  story  who  followed  it  from 
the  first  day.  “It’s  been  traumatic,  and  it’s  probably  the 
hardest  thing  I’ve  ever  done.” 

The  inevitable  questions  about  how  a  newspaper 
covers  itself  —  especially  when  the  story  is  more  dead¬ 
ly  and  emotional  than  the  typical  newsroom  contract 
talks  or  economic  cutbacks  —  popped  up  from  the 
first  day,  according  to  Journal  employees. 

Accusations  that  the  newspaper,  owned  by 
Dallas-based  Belo,  had  discouraged  reporters  from 
approaching  victims’  families  and  Journal  produc- 
"  tion  workers  swirled  early 

on,  all  from  employees 
requesting  anonymity.  “It 
doesn’t  feel  like  we’re 
treating  it  quite  the  same 
way  we  would  if  it  were 
about  a  bank  or  some 
place  else,”  said  one  re- 
^  porter  who  had  worked  on 

the  story.  “We  feel  that  we 
'^3  are  kind  of  holding  back.” 
Another  reporter,  who 
also  declined  to  be  identi- 
fied,  stated:  “If  you  really 
want  to  read  about  the 


It  was  a  ‘surreal’  and  ‘traumatic’ 
week  at  ‘The  Providence  Journal,' 
where  three  employees  are  dead 


BY  JOE  STRUPP 

IMAGINE  THIS  SCENARIO  AT  YOUR  NEWSPAPER:  A 
deadly  shooting  spree  starts  in  your  production 
plant,  on  a  weekend,  and  the  three  victims  —  two 
of  them  dead  —  are  newspaper  employees,  and  so  is 
the  gunman,  who  also  is  dead.  Throw  in  a  bitter  news¬ 
room  labor  dispute  that’s  dragged  on  for  more  than 
two  years,  along  with  the  pending  verdict  in  a  nation¬ 
ally  watched  trial  of  the  local  mayor. 

Well,  that’s  how  it  was  at  The  Providence  (RI.) 
Journal  after  production  employee  Carlos  Pacheco, 
38,  walked  into  the  paper’s  printing  facility  on  June  8, 


Providence  Journal  Publisher 
Howard  G.  Sutton  after  a 
June  10  news  conference 
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FCtWIlLTHE 
BAN  PLAY  ON? 

Senate  Majority 
Leader  Tom 
Daschle,  D-S.D.,  and 
Sen.  Harry  Reid, 
D-Nev.,  want  federal 
regulators  to  quickly 
decide  the  fate  of  the 
media  cross-owner- 
ship  ban,  which  bars 
common  ownership  of 
a  daily  newspaper  and 
a  broadcast  station  in 
the  same  market. 

The  Federal  Commu¬ 
nications  Commission 
has  compiled  an 
extensive  record  since 
September  when  it 
asked  for  comments 
on  the  rule,  Daschle 
and  Reid  said  in  a 
June  6  letter  to  FCC 
Chairman  Michael  K. 
Powell.  “We  believe  it 
is  now  time”  for 
action,  the  senators 
wrote. 

-TODD  SHIELDS 

POST' APPEALS 


The  Washington 
Post  filed  for 
permission  Friday  to 
appeal  a  ruling  by 
the  United  Nation’s 
war-crimes  tribunal 
that  retired  reporter 
Jonathan  C.  Randal 
must  testify  about  a 
1993  article  that 
quoted  a  Bosnian  Serb 
housing  official  now 
on  trial  for  genocide 
during  the  1992-95 
conflict  in  Bosnia. 

The  tribunal  in  The 
Hague,  Netherlands, 
on  June  7  rejected 
Post  arguments  that 
forcing  Randal  to 
testify  could 
jeopardize  future  war 
correspondents. 


story,  you  should  be  reading  The  [Boston]  Globe” 

Such  complaints  brought  angry,  on-the-record  re¬ 
sponses  from  other  reporters  and  Executive  Editor 
Joel  P.  Rawson,  who  denied  any  such  directives.  “My 
instruction  was  that  we  will  cover  this  exactly  like  we 
cover  anything  else,”  Rawson  told  E^P.  “We  did  the 
job.”  Indeed,  a  review  of  Journal  coverage  found  that 
several  production  employees  and  victims’  family 
members  were  quoted  —  or  at  least  were  contacted 
and  chose  not  to  comment. 

But  Journal  reporters,  along  with  other  media, 
were  barred  from  the  production  plant.  “I  didn’t  like 
that,”  G.  Wayne  Miller,  a  reporter  and  weekend  editor 
who  served  as  Journal  day  editor  on  June  10,  told 
E&P.  “I  thought  it  was  wrong  because  we  needed  to 
talk  to  those  people  in  their  environment,  but  I  under¬ 
stand  why  they  did  it.” 

Others,  from  inside  and  outside  the  paper,  claimed 
that  the  Journal’s  coverage  lacked  certain  details  that 
some  outlets,  such  as  The  Associated  Press  and  The 
Boston  Globe,  chose  to  include.  Cited  most  often  at 
first  was  the  omission  of  comments  from  Pacheco’s 
family  and  others  that  he  had  been  teased  at  work 


Guild  seeking  safety  standards 


\  about  his  weight  and  lack  of  a  girlfriend.  For  several 
I  days,  the  Journal  mentioned  claims  that  the  shooter 
I  had  been  pressured  on  the  job  to  join  Teamsters 
I  Local  64,  which  Teamster  officials  denied.  But 
i  Journal  executives  did  say  they  had  no  evidence  of 
i  union  harassment,  and  on  Friday  the  paper  brought 
;  up  the  “teasing”  angle. 

j  “It’s  no  fun,”  said  Rawson,  explaining  that  he  hadn’t 
i  experienced  so  much  stress  and  tragedy  since  his  days 
1  as  an  Army  reconnaissance  pilot  in  Vietnam.  “You 
i  just  do  your  job.”  Said  Miller,  who’s  spent  more  than 
j  two  decades  at  the  paper,  “I’m  not  sure  there  is  any 
I  right  way  to  handle  it.” 

I  Hovering  over  the  tragic  events  like  a  dark  cloud 
!  are  the  paper’s  long-running  labor  problems  with  the 
j  Providence  Newspaper  Guild,  whose  members  have 
I  been  working  without  a  contract  since  the  old  one  ex- 
i  pired  in  February  2000.  Workers  and  Guild  officials 
I  say  the  dispute  has  resulted  in  dozens  of  union  com- 
!  plaints  filed  with  the  National  Labor  Relations  Board 
i  and  three  byline  strikes.  A  fourth  byline  strike  that 
i  had  been  scheduled  for  last  Thursday  was  postponed 
until  this  Thursday  because  of  the  shootings.  HI 


Protectiny  the  press  a  priority 


BY  LUCIA  MOSES 


A  increasing  hos¬ 
tility  toward 
reporters  covering 
conflicts.  The 
Newspaper  Guild- 
Communications 
Workers  of  Ameri¬ 
ca  and  other  media 
groups  are  work¬ 
ing  on  proposed 
safety  guidelines 
that  they  hope  will 
become  standard 
in  the  industry. 

The  murder  of 
Wall  Street  Journal 
reporter  Daniel 
Pearl  and  warfare 
in  Afghanistan  and 
the  Middle  East 
are  the  most  recent 
flash  points  —  but 
domestic  events  such  as 
demonstrations  outside 
meetings  of  the  World 
Trade  Organization  also 
have  threatened  journal¬ 


ists’  safety.  The  Commit¬ 
tee  to  Protect  Journalists 
counted  37  journalists 
killed  on  the  job  last 
year  (including  nine  in 


provided  with  safety 
training  and  the  proper 
equipment.  They  also 
say  only  experienced 
journalists  should  be 


In  harm’s  way  around  the  world  are  a  host  of  journalists,  such  as  the 
Chicago  Tribune’s  Steve  Franklin  (right),  in  Afghanistan  last  October. 


Afghanistan  alone),  the 
most  since  1995. 

The  guidelines,  yet  to 
be  adopted  by  the  Guild, 
call  for  staffers  working 
in  hostile  areas  to  be 


assigned  to  hazardous 
situations  and  that 
staffers  should  maintain 
neutrality  by  not 
carrying  firearms. 

The  Guild  intends  to 


try  to  work  safety  stan¬ 
dards  into  labor  con¬ 
tracts,  which  would  give 
the  union  enforcement 
power.  “This  is  a 

health-and-safety 
issue,  and  health- 
and-safety  issues 
are  proper  subjects 
of  collective 
bargaining,”  Guild 
President  Linda 
Foley  said. 

Training  and 
equipment  don’t 
come  cheap, 
however.  News¬ 
paper  culture 
also  is  an  issue, 
as  journalists 
tend  to  resist 
regulations 
governing  their 
work,  said  Philip 
Bennett,  assistant  man¬ 
aging  editor  for  foreign 
news  at  The  Washington 
Post,  which  is  studying 
the  guidelines.  0 
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CONSRESS  SEEKS  TO 


OUST  BUSH 


By  Kathleen  Parker 


Augusts.  2001  Posted:  10:59  AM  EDT 
Congress  seeks  to  oust  Bush  following  racial 
profiling  fiasco,  police  state  maneuvers. 

'ASHINGTON  (XYZ  Wire 
Service) — Congressional 
leaders  are  scrambling  to  begin 
impeachment  proceedings  against 
President  George  W.  Bush  following  several  unprecedented 
federal  security  measures  that  critics  say  constitute  an 
unconscionable  assault  on  American  civil  liberties.  Wall  Street, 
meanwhile,  is  reeling  from  a  seismic  downturn  while  the  airline 
industry  is  predicted  to  topple. 

The  Bush  admini.stration’s  sudden  imposition  of  several 
new — some  say  “terrifying” — policies  came  on  the  heels  of  an 
alleged  FBI  warning  that  radical  Muslim  terrorists  were 
planning  to  hijack  U.S.  commercial  airliners.  In  the  past  36 
hours.  Bush  has  taken  several  steps  that  have  sent  American 
citizens  and  institutions  into  shock. 

Federal  officials  have: 

•  Detained  and  begun  questioning  about  two  dozen  aviation 
students  who  are  of  Arab  or  Middle  Eastern  descent, 
prompting  the  Arab- American  and  Muslim  communities 
to  organize  massive  protests  in  several  cities. 

•  Posted  military  personnel  in  airports  and  imposed 
extensive  personal  searches  that  have  forced  long 
lines,  delays  and  charges  of  racial  profiling  as 
travelers  who  appear  to  be  of  Middle  Eastern 
descent  have  been  targeted  by  security  inspectors. 

•  Ordered  a  tightening  of  borders  and  alerted 
immigration  personnel  to  be  on  the  lookout  for 
suspicious  activities,  especially  among  Middle  Easterners. 

As  one  TV  pundit  observed,  there  hasn’t  been  this  much 
furor  in  the  nation’s  capital  since  the  days  of  Vietnam  War 
protesters.  “This  is  insanity,  this  is  an  outrage,”  said  Democratic 
leader  Rep.  Richard  Gephardt  on  CNN’s  “Crossfire.” 

U.S.  Rep.  Cynthia  McKinney,  D-Ga.,  has  charged  Bush 
with  racial  profiling.  She  has  asked  for  an  investigation  into  the 
FBI  report  that  prompted  these  measures,  saying  that  the  report 
was  too  “vague”  to  justify  any  government  action. 

In  a  radio  interview,  McKinney  suggested  that  the  Bush 
administration  was  fictionalizing  a  terrorist  threat  in  order  to  justify 
imposing  his  conservative  domestic  agenda  on  an  unsuspecting 
America.  “I’m  not  saying  he  made  it  up;  I’m  just  saying  that  an 
investigation  might  show  that  he  did,”  said  McKinney. 

Responding  to  such  attacks,  the  White  House  is  urging 
Americans  to  be  patient. 

“We  understand  Americans’  concern;  President  Bush  did 
not  take  these  steps  without  careful  consideration,”  said  White 
House  press  secretary  Ari  Fleischer.  “Given  that  American  lives 
were  at  stake.  President  Bush  felt  he  had  no  choice.” 


The  security  threat  to  which  Bush  allegedly  was  responding 
came  in  the  form  of  a  memo  to  the  president  during  a  routine  daily 
briefing  while  Bush  was  vacationing  at  his  home  in  Crawford, 

Texas.  Bush  had  requested  an  intelligence  analysis  of  possible 
attacks  by  “al-Qaida,”  a  radical  Muslim  terrorist  organization 
headed  by  a  wealthy  Saudi  Arabian  exile  named  Osama  bin  Laden. 

Bush  specifically  was  interested  in  possible  attacks  on  American 
soil,  as  most  intelligence  reports  previously  had  focused  on  threats 
against  U.S.  targets  overseas.  Al-Qaida  groups,  which  operate  as 
small  cells,  claimed  responsibility  for  several  attacks  on  American 
targets  during  the  Clinton  administration.  According  to  White  House 
sources.  Bush  was  concerned  that  bin  Laden  and  al-Qaida  had  not 
been  taken  seriously  enough  during  the  previous  administration. 

The  new  report  said  that  bin  Laden  followers  might  seek  to 
hijack  U.S.  airliners. 

“So  what?”  demanded  McKinney.  “Since  when  don’t  we  know 
that  terrorists  might  seek  to  hijack  U.S.  airliners?  It’s  cold  in  Alaska, 
too.  Did  anybody  mention  that?” 

Fleischer  noted  during  a  press  conference  that  another  FBI 
memo,  written  in  July,  mentioned  that  two  students  at  an  Arizona 
flight  school  were  thought  to  be  linked  to  al-Qaida. 

“President  Bush  merely  connected  the  dots,”  said  Fleischer. 
“When  you  have  two  possible  al-Qaida  members  training  to  fly 
airplanes  in  the  U.S.,  combined  with  information  that  bin 
Laden  may  be  targeting  American  airliners,  you  can’t  just 
hopje  nothing  bad  will  happjen.  You  have  to  act.  and 
that’s  exactly  what  the  president  did.” 

The  Muslim  American  Society  and  The  Council 
on  American  Islamic  Relations  joined  McKinney 
yesterday  at  a  rally  in  front  of  the  Lincoln  Memorial 
to  demand  Bush’s  impeachment.  McKinney  has 
accepted  campaign  contributions  from  dozens  of 
Muslim- Americans,  some  of  whom  also  have  donated  to 
terrorist  organizations. 

“Just  because  two  flight  students  are  ‘thought’  to  be  members  of 
al-Qaida.  Bush  is  rounding  up  Muslims?”  McKinney  said  at  the 
rally.  “Can  anybody  say,  ‘racial  profiling’? 

“African-Americans  cannot  stand  by  and  let  this  happen  to 
people  of  color.  When  you  start  rounding  up  men  of  Middle  Eastern 
descent  just  because  some  terrorists  happen  to  be  of  Middle  Eastern 
descent,  that’s  not  ‘connecting  the  dots,’  my  fellow  Americans, 
that’s  tightening  the  noose!” 

Bush  will  address  the  nation  tonight  at  8  on  all  major  networks. 
At  9  p.m.  CNN's  “Larry  King  Live”  will  air  a  live  interview  with 
special  guest  Osama  bin  Laden. 

Contact  your  TMS  representative  at  800-245-6536  to  reprint 
this  piece  or  add  Kathleen  Parker  to  your  newspap}er. 

Outside  the  United  States  call  213-237-7987. 
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Post  attorney  Eric 
Lieberman  said  if  the 
tribunal  gives  the  OK, 
as  he  expects  it  will, 
the  paper  will  argue 
before  a  three-judge 
“appeals  chamber” 
of  the  tribunal. 

-  MARK  FITZGERALD 


Reorganizing  under  a  new  boss 


market  is  going  to  be  improved,”  Brown  said.  “You’re 
not  going  to  fix  the  image  without  demonstrating 
some  progress  on  customer  service.” 

At  the  same  time,  Brown  said  he  believes  Goss’ 

- 1  problems  are  not  unique:  “I’ve  been 

j  in  the  industry  long  enough  to  know 
that  at  some  level,  everyone  has  their 
M  customer-service  problems.  Goss’ 

p-  recent  past  has  sort  of  magnified 

theirs  —  and  it  has  to  be  addressed.” 

In  moving  to  Goss  from  Heidel- 
berg,  which  he  left  almost  exactly  a 
year  ago.  Brown  is  going  from  a 
i  German-based  manufacturer  whose 

operations  include  an  American 
plant  to  a  bom-in-the-USA  company 
that,  as  of  last  summer,  no  longer 
makes  a  thing  in  the  United  States. 
“Having  a  North  American  presence 
from  a  manufacturing  viewpoint  is  a 
plus,  I  won’t  kid  you  on  that,”  Brown 
vice.  “I  think  the  recent  past  has  had  some  damaging  I  said.  “But,  at  this  juncture,  we  have  what  we  have.” 
effect  on  the  image,  and  certainly  that  whole  |  Other  newspaper  printing-press  makers,  he  noted, 
[customer-service]  element  in  the  North  American  I  have  succeeded  manufacturing  abroad.  11 


BY  MARK  FITZGERALD 

CHICAGO 


The  Democrat-led 
Senate  on 

Wednesday  rejected  a 
Republican-backed 
proposal  to  make 
permanent  the  repeal 
of  the  estate  tax, 
which  is  set  to  gradu¬ 
ally  disappear  before 
reviving  in  2011. 
Newspaper  executives 
say  the  tax  plays  a 
role  in  the  demise  of 
family-owned  papers. 

Republicans  promise 
annual  attempts  to  kill 
what  they  call  the 
unfair  “death  tax.” 
Democrats  say 
Republicans  want  to 
give  a  tax  break  to  the 
wealthy. 

•  TODD  SHIELDS 


New  CEO  Robert  A.  Brown  plans 
to  repair  customer  relationships. 


The  famous  photo 

taken  by  Thomas  E.  K 
Franklin  of  three  VtW  r 

firefighters  raising  an  Amer-  P^-  *  *  2°°’ 

“  ******* f ******fi 

lean  flag  at  New  Yorks 
World  Trade  Center  site  on  Sept.  11  may  be  price¬ 
less  to  many,  but  it’s  worth  45  cents  to  the  U.S. 
Postal  Service.  That’s  the  fee  for  a  new  stamp 
bearing  the  image  shot  by  Franklin,  a  staff 
photographer  in  The  Record  in  Hackensack,  NJ. 
Postal  officials  released  the  stamp  June  7, 
marking  the  first  time  an  unretouched  newspa¬ 
per  photo  has  appeared  on  a  U.S.  postage  stamp. 

Known  as  a  “semipostal”  stamp,  it  costs  45 
cents,  but  is  worth  only  34  cents  in  postage 
because  the  remaining  11  cents  is  being  donated 
to  the  Federal  Emergency  Management  Agency. 

The  stamp’s  creation  required  an  act  of 
Congress  to  allow  the  three  firefighters  to  appear 
on  the  stamp,  as  the  honor  is  usually  reserved  for 
those  who  are  deceased.  —JoeStrupp 


As  the  big  direct 
mailer  Advo  Inc. 
and  the  agency  for 
the  Detroit  Free  Press 
and  The  Detroit  News 
prepared  for  next 
weekend’s  launch  of 
their  expanded  joint 
mail/newspaper 
distribution  weekend 
advertising  package, 
Pontiac,  Mkh.-based 
21st  Century  News¬ 
papers  Inc.  (parent  of 
The  Macomb  Daily  in 
Mount  Clemens  and 
68  other  papers)  is 
expanding  its  own 


Electronic  billboard  is  designed  to  steer 
Orlando  motorists  to  the  print  product 


sage  as  often  as  every 
seven  seconds  to  pro¬ 
mote  upcoming  features 
as  well  as  ongoing  news 
reported  on  its  Web  site. 

The  electronic  board, 
from  Brookings,  S.D.- 
based  Daktronics  Inc., 
has  software  allowing 
the  Sentinel  to  change 
the  promos  throughout 
the  day  via  modem.  The 
board  —  perched  on  a 


BY  LUCIA  MOSES 

Broadcast  AND 
print  promos  are 
useful  in  pushing 
people  to  a  given  day’s 
newspaper,  but  what 
about  presenting  break¬ 
ing  news  throughout  the 
day?  The  Orlando  (Fla.) 
Sentinel  has  a  new  light- 
emitting-diode  display 
billboard  that  lets  the 
paper  update  its  mes- 
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billboard  beside  a  bottle¬ 
neck  on  Interstate  4 
where  plenty  of  eyeballs 
will  see  it  —  fits  up  to 
three  lines  of  type,  which 
can  be  static  or  scroll 
across  the  board. 

Major-league  sports 
teams  and  banks  have 
embraced  these  boards 
in  their  advertising,  said 
Jim  Crum,  Florida  sales 
representative  for  Dak- 
tronics,  but  the  Sentinel 
is  the  first  newspaper  he 
knows  to  buy  one.  At 
about  $80,000  for  a  unit 
similar  to  the  Sentinel’s, 
it’s  an  inexpensive  way  to 
advertise,  Crum  said. 

The  cost  doesn’t  include 
installation,  mainte¬ 
nance,  or  the  billboard. 
Clear  Channel  Outdoor 
said  a  sign  in  the  loca¬ 
tion  similar  to  the  one  it 
rented  the  Sentinel  could 


semiweekiy  altemate- 
delivery  package. 

The  chain’s  Greater 
Detroit  Newspaper 
Network  is  now  the 
national  ad  rep  for 
Livonia,  Mich.-based 
Honretown  Communi¬ 
cations  Network  Itx., 
and  it  will  distribute  in 
communities  served 
by  Hometown  and  the 
Observer  &  Eccentric 
group  in  Michigan, 
plus  the  20  Communi¬ 
ty  Press  papers  in  the 
Cincinnati  suburbs. 

-  MARK  FITZGERALD 


The  Sentinel's  roadside  billboard  will  let  drivers  know  what’s  up  and  what’s  coming  up. 

run  $10,000  a  month.  j  in  direction  for  the  shift  to  a  topical  promo- 

The  board  is  part  |  which  tradi-  tion  campaign  after 

of  the  SeraftW’s  new  j  tionally  has  gone  heavy  single-copy  sales  strate- 

“Get  Into  It”  marketing  |  on  brand  advertising,  gies  helped  increase 

campaign  aimed  at  !  said  Carol  Hobbs,  brand  daily  and  Sunday  circu- 

occasional  readers.  The  i  and  promotions  manag-  lation  in  the  six  months 

campaign  marks  a  shift  i  er.  The  paper  decided  to  ended  March  31.  1 


Koenig  &  Bauer 
AG,  Wurzburg, 
Germany,  made  the 
first  sale  of  a  six-p^e- 
wide,  two-around 
press.  Two  large  media 
companies  that 
co-own  Berne’s  Bemer 
Zeitung  BZ,  Switzer¬ 
land’s  largest  daily, 
ordered  22  full-color  . 
Commander  towers. 

The  first  presses  are 
to  ship  late  next  year 
to  Zurich’s  Tamedia. 

A  press  for  a  new 
Espace  Media  Groupe 
plant  in  Berne  will 
follow  a  year  later. 

The  6-by-2  tower  is 
designed  to  print  24 
four<ok>r  broadsheet 
pages  while  requirii^ 
less  capital,  space, 
energy,  and  labor 
than  a  conventional 
doublewide  press. 

Rated  for  90,000 
copies  per  hour  in 
straight  production 
and  able  to  handle 
751^-inch  webs, 
the  presses  will  have 
37-inch  cylinders  (for 
production  in  the 
Berliner  format). 

-  JIM  ROSENBERG 


Maybe  their 
noses  will 
grow,  too 


Pyle  lives  as  a  doll 


Hasbro  Inc.’s  new  G.I.  Joe  Though  he  reported 

doll  honors  a  different  ^  the  f^,  Ernie 
....  Pyle  armed  himself 

kmd  of  war  hero:  famed  ^nly  as  shown. 

correspondent  Ernie  Pyle.  The  box 
includes  a  tiny  typewriter  and 
newspaper,  but  the  packaging 

has  stirred  controversy.  It  says  ^  W 

Pyle  attended  Indiana  State  I 

University  (in  Terre  Haute),  but  I  9 

he  actually  studied  at  Indiana  ^  I  ^ 

University  (in  Bloomington).  | 

lU  School  of  Journalism  Dean  1  ‘ 

Trevor  Brown,  whose  office  is  I  ^ 

located  in  Ernie  Pyle  Hall,  told  !  Pufitzer,  which 

EeJP  he  wrote  Hasbro  about  its  many  thought 

“careless  mistake,”  but  heard  it’s  too  The  Miami  Herald! 

late  for  a  correction.  Tribune  Media  Services  writer 

Even  so.  Brown  said  the  doll  is  deserved.  It  will  be  an  Afncan- 
“nice  to  see.”  But  lU  journalism  American  G.I.  Joe  —  in  the  Pyle 
historian  Owen  V.  Johnson  told  The  doll’s  box  and  garb. 

Associated  Press  that  Pyle  would  be  “G.I.  Len”  was  the  brainchild  of 
“appalled”  at  a  doll  of  himself.  Fort  Worth  (Texas)  Star-Telegram 

Meanwhile,  the  National  Society  columnist  Dave  Lieber,  a  Pyle  and 
of  Newspaper  Colunmists,  at  its  Pitts  fan  who  suggested,  in  the 
Pittsburgh  conference  this  Satur-  mid-1990s,  that  National  Ck)lum- 
day,  will  present  Leonard  Pitts  Jr.  nists  Day  be  celebrated  April  18, 

with  a  doll  as  sort  of  a  consolation  the  date  Pyle  was  killed  in  1945  by 

prize  for  not  winning  a  2002  a  Japanese  sniper.  —  DaveAst 


Keeping  a  story 
in  the  can  too 
long  is  risky. 
And  sometimes  an 
evergreen  story  can  turn 
on  you.  Just  ask  The  San 
Diego  Union-Tribune, 
which  ran  a  very  nice 
feature  Tuesday  on  local 
toymaker  (Torrado  A. 
Sirugo.  “Modern-day 
Gepetto  spins  a  bit  of 
magic  in  Little  Italy,”  the 
hed  read.  The  problem 
was:  Sirugo  had  died 
about  a  week  earlier. 

In  a  small  obituary 
buried  in  the  “B”  section 
the  following  day,  the 
U-T  acknowledged  that 
the  body  of  the  65-year- 
old  toymaker  had  been 
discovered  at  his 
workshop  June  7-  He 
had  been  dead,  appar¬ 
ently  from  natural 
causes,  for  several  days. 
—  Randy  Dotinga 
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BY  JAMIE  SANTO  NEWSPEOPLE  @  EDITORANDPUBLISHER.COM 

WASHINGTON 

Steven  A.  Smith 

Steve  Smith;  51,  has  been  named  editor  of 
The  Spokesman-Review  in  Spokane,  a  daily 
owned  and  operated  by  the  Cowles  family 
since  its  launch  in  1894.  Smith,  who  had 
been  editor  of  the  Statesman  Journal  in 
Salem,  Ore.,  will  join  the  paper  July  15.  He 
succeeds  Chris  Peck,  who  now  holds  the 
Belo  Distinguished  Chair  in  Journalism  at  Southern  Methodist 
University  in  Dallas.  Prior  to  his  two-year  tenure  in  Salem,  Sniith 
served  as  editor  of  The  Gazette  in  Colorado  Springs,  Colo. 


the  Capital  Development  Group  in 
Alexandria,  Va. 

ILLINOIS 

Michael  Carroll  to  publisher  of  the 
Chicago-based  Lemer  Community 
Newspapers  unit  of  Hollinger 
International  Inc.  He  succeeds  Peter  Neill. 

MINNESOTA 
Chris  Worthington  to  managing  editor  for 
local  news  and  business  at  the  Saint  Paul 
Pioneer  Press  from  senior  editor  for 
business  and  technology. 

Catherine  Straight  to  managing  editor 
for  features  and  sports  from  Knight 
Kidder’s  editor-development  program 
at  the  paper. 

NEW  JERSEY 

Arthur  F.  Lenehan  to  managing  editor  of  The 

Record  in  Hackensack  from  night  editor. 

OKLAHOMA 
Dot  Rhyne  to  marketing  services  and 
promotion  manager  at  The  Daily 
Oklahoman  in  Oklahoma  City  from 
vice  president  of  marketing  and 
education  for  Sales  Consultants 
International  in  Roswell,  Ga. 


CALIFORNIA 
Steve  Silberman  to  executive  editor  of 
The  Desert  Sun  in  Palm  Springs  from 
managing  editor  of  The  Idaho  Statesman 
in  Boise.  He  succeeds  Randy  Lovely,  now 
managing  editor  of  The  Arizona  Republic 
in  Phoenix. 

CONNECTICUT 
Robert  Laska,  publisher  of  the  Connecticut 
Post  in  Bridgeport,  elected  president  of 
the  Connecticut  Daily  Newspaper 
Association. 

I  Kevin  Crosbie,  publisher  of  The  Chronicle 

in  Willimantic,  elected  first  vice 
president. 


Sherman  Bodner,  publisher  of  the  Norwich 
\  Bulletin,  elected  second  vice  president  j 
j  and  treasurer.  | 

I  Richard  King,  executive  director  of  the  j 
j  association,  elected  secretary.  | 

DISTRICT  OF  COLUMBIA  I 

Thomas  R  McDevitt  to  marketing  director 
i  for  The  Washin^on  Times.  McDevitt,  j 
i  continuing  in  his  role  as  general  business 
I  manager  of  the  Times'  magazine  division, 

I  succeeds  Peter  Couitright,  who  recently 
i  joined  a  marketing  firm. 

Susannah  Gluck  Smith  to  the  newly 
I  created  position  of  associate  marketing 
i  director  from  marketing  director  at 


Experience. 


Dirks,  Van  Essen  &  Murray 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505. 820.2700  FAX:  505.820.2900 
E-mail:  i  n  f  o@d  i  r  k  $  van  es  s  en  .  com  http://www.dirksvanessen.com 


OREGON 

Michelle  Maxwell  to  “Life”  editor  for  the 
Statesman  Journal  in  Salem  from 
assistant  “Life”  editor.  She  succeeds  Greg 
Montgomery,  now  editor  of  The  Daily 
Union  in  Junction  City,  Kan. 

WASHINGTON 
Ron  Matthews  to  sports  editor  at  the 
Seattle  Post-Intelligencer  from  assistant 
sports  editor. 


FLORIDA 

Jesus 
Diaz  Jr. 

to  general  man¬ 
ager  of  the  Miami 
Herald  Publish¬ 
ing  Co.  from  managing  partner  ; 
in  Ernst  &  Young’s  Miami  office,  i 
The  Knight  Bidder  company 
operates  The  Miami  Herald,  El 
Nuevo  Herald,  and  Biscayne  Bay 
Publishing,  among  others. 
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EDITORIALS 


Native  journalism  has  never  been  better  -  or  more  popular 
on  the  ‘rez.’  Even  mainstream  papers  are  taking  notice. 


The  Native  American  Jour- 
nalists  Association  (NAJA) 
convenes  in  San  Diego  this  week 
for  its  annual  meeting  at  an 
interesting  moment  in  the  short.  18-year 
histoiy'  of  the  organization  —  and  the  long 
tradition  of  American  Indian  newspapers. 

Like  their  black,  Hispanic,  and  Asian- 
American  colleagues  in  the  newsroom, 
American  Indians  find  their  numbers 
virtually  frozen  at  daily  newspapers.  Native 
American  daily  journalists  are  so  few  — 

Just  307,  according  to  this  year’s  American 
Society  of  Newspaper 
Editors  survey  —  that  some 
say,  in  all  seriousness,  that 
they  know  ever\’  American 
Indian  working  at  daily 
papers.  (Some  add,  too,  that 
probably  only  half  or  few  er 
of  those  307  recorded  as 
Native  Americans  are 
actually  on  the  rolls  of 
federally  recognized  tribes.) 

Yet  there  are  many  good  reasons  to 
believe  that  NAJA,  and  Native  journalism 
in  general,  is  on  the  cusp  of  something  big. 

The  first  sign  comes  from  the  reservation. 
Tribal  leaders  have  long  viewed  Native 
newspapers  warily,  in  a  pattern  set  174 
years  ago  with  the  veiy  first  Indian  paper, 
the  Cherokee  Phoenix.  Founding  Editor 
Elias  Boudinot  survived  attacks  by  Georgia 
militiamen  and  w  hite  vigilantes  only  to  be 
assassinated  by  fellow  Cherokees  because 
he  supported  the  forced  migration  west  now 
known  as  the  Trail  of  Tears.  Today,  tribal 
governments  owti  most  Native  papers.  For 
too  long,  too  many  of  them  ignored  the  tra¬ 
dition  of  fearless  truth-telling  and  created  a 
parallel  legacy  of  censorship  and  timidity. 
But  journalists  on  the  rez  persisted,  risk¬ 


ing  and  sometimes  losing  their  jobs  as  their 
reporting  became  more  aggressive  and 
more  professional.  Along  the  way,  the  value 
of  unfettered  reporting  became  increasingly 
evident  to  a  Native  population  grappling 
with  issues  of  sovereignty'  rights,  casino  and 
other  development  options,  and,  most 
recently,  the  revelation  that  the  federal 
government  cannot  account  for  billions  of 
dollars  deposited  in  the  Indian  tnist  fund. 

Tribal  government  is  beginning  to  come 
around,  too.  The  most  striking  example 
came  last  summer  when  the  Cherokee 
Nation  Tribal  Council, 
having  already  guaranteed 
the  editorial  independence 
of  its  Cherokee  Advocate 
newspaper,  unanimously 
passed  a  law  opening  the 
tribe’s  financial  records  to 
the  public. 

Now,  mainstream 
newspaper  organizations 
are  recognizing  the  invig¬ 
orated  Native  press  —  and  their  own  poor 
job  of  recruiting  American  Indians.  For  the 
last  couple  of  weeks,  the  Freedom  Fonim 
Neuharth  Center  at  the  University'  of  South 
Dakota  has  been  training  25  American 
Indian  college  students  as  newspaper 
reporters,  editors,  and  photographers.  At 
NAJA’s  convention,  the  McClatchy  Co.  and 
Robert  C.  Maraard  Institute  for  Journalism 
Education  are  sponsoring  a  media- 
convergence  project  to  cross-train  students 
to  prepare  stories  simultaneously  for 
newspapers,  broadcast,  and  the  Web.  And 
Knight  Bidder  is  binding  a  kind  of  Native 
American  101  to  brief  mainstream 
reporters  on  Indian  Country'  issues. 

As  the  Cherokee  might  say.  to-hi-dii. 
NAJA.  Good  peace  in  San  Diego. 


There  are  many 
good  reasons 
to  believe  Native 
journalism  is 
on  the  cusp 
of  something  big, 
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Columnists 

WITH  500-plus  papers 


Their  core  daily-newspaper  market  isn’t  what 
it  used  to  he,  hut  syndicates  are  improvising 


BY  DAVE  ASTOR 


This  is  not  an  easy  time  for  syndicates.  The  number 
of  features  with  500  or  more  newspapers  has  dropped 
nearly  20%  since  1985.  Syndicates  have  220  fewer 
general-interest  dailies  to  sell  to  in  the  United  States 
than  they  did  then,  and  many  of  the  papers  that 
remain  have  frozen  or  reduced  their  syndicated-feature  buys.  Supple¬ 
mental  news-service  columns  and  local  columns  increasingly  compete 
for  space  against  syndicated  offerings.  Cartoonists  and  columnists  can 
self-distribute  with  the  help  of  the  Internet.  Finally,  the  next  “Peanuts” 
hasn’t  emerged,  and  may  never. 

Will  syndicates  survive  all  this  —  and  still  be  around  in  10  years?  Yes, 
but  the  number  of  big  syndicates  might  drop  from  the  current  eight  to 


anywhere  from  seven  to  three  by  2012.  And 
those  remaining  will  need  to  change  some  of 
the  ways  they  operate. 

Actually,  several  syndicates  have  already 
begun  making  changes  —  internally,  as  they 
keep  staffs  lean  to  try  to  stay  profitable,  and 
externally,  as  they  seek  new  revenue  sources 
and  different  kinds  of  customers  outside 
their  core  daily-newspaper  market. 

“The  essence  of  syndication  is  content,” 
says  Creators  Syndicate  President  Richard 
S.  Newcombe,  adding,  “It  doesn’t  matter 


'  what  medium  the  content  appears  in.” 
j  For  instance,  syndicates  sell  content  to 

I  online  newspapers  and  non-newspaper  Web 
I  sites.  This  isn’t  a  huge  source  of  current 
j  revenue  —  especially  since  the  dot-com  crash 
!  —  but  in  10  years  “electronic  will  show  much 
greater  growth  than  print,”  Newcombe  says. 

About  10%  of  Universal  Press  Syndicate’s 
sales  this  year  are  of  the  online  variety.  “I’m 
j  sure  that  percentage  will  go  up  dramatically” 

!  in  the  next  decade,  says  John  Vivona,  vice 
i  president  of  sales. 


Others  see  growth  in  providing  content 
for  wireless  devices.  One  of  them,  Walter  F. 
Mahoney,  Tribune  Media  Services’  vice 
president  for  domestic  syndication,  notes 
TMS  features  such  as  the  “Jumble”  puzzles 
already  appear  on  several  such  platforms. 

Copley  News  Service  Editorial  Director 
Glenda  Winders  predicts  more  syndicating 
of  video  to  online  clients. 


Space:  The  lost frontier 

Though  online  sales  have  potential,  the 
print  problem  remains  daunting.  With 
the  number  of  U.S.  dailies  dipping  to  1,468 
this  year  from  1,688  in  1985,  it  is  now  a 
buyer’s  market. 

“When  I  started  [in  I960],  you  walked 
into  a  major  market,  and  if  you  didn’t  sell  to 
the  Times,  you’d  go  to  the  Globe,”  says  John 
McMeel,  president  of  Andrews  McMeel 
Universal  and  co-founder  of  AMU’s 
Universal  Press  Syndicate. 

Syndication  thrived  “when  we  had  a  vital 
newspaper  industry  with  competing 
newspapers,”  says  “Non  Sequitur”  comic 
creator  Wiley  Miller  of  Universal.  “Now  we 
only  have  a  few  cities  with  more  than  one 
paper,  and  most  of  those  are  JOAs  [joint 
operating  agreements].” 

And  some  of  the  general  dailies  still 
around  aren’t  doing  as  much  business  with 


OT 
(J  0 

n  S 


1.  Ann  Landers,  Creators 
Syndicate,  1,200-plus 
1.  “Dear  Abby,”  Universal 

f  200-plus 

Bb  iK-pA  3.  Dave  Barry,  ^ 
Services,  500-plus 


L  3.  Cal  Thomas, 
I  TMS,  500-plus 
'  5.  “Focus  on 
the  Family,” 
James 
Dobson,  ► 
Universal, 
500 


1.  “Garfield,”  Jim  Davis,  Universal  Press 
Syndicate,  2,600 

^  2.  “Peanuts”  reruns,  Charles  Schulz, 

United  Feature  Syndicate,  2,400 
3.  “For  Better  or  For  Worse,”  Lynn 
Johnston,  United,  2,000-plus 
3.  “Dilbert,”  Scott  Adams, 

United,  2,000-plus 


3.  “Blondie,”  Dean  ► 
Young  and  Denis  Lebrun, 
King  Features  Syndicate, 
2,000-plus 

6.  “Hagar  the  Horrible,” 
Chris  Browne,  King,  nearly 
1,900 

7.  “Beetle  Bailey,”  Mort 
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Parker,  Creators,  1,300-plus 
13.  “Frank  &  Ernest,”  Bob  Thaves,  Newspaper 
Enterprise  Association  (NEA),  1,300* 

13.  “The  Born  Loser,”  Chip 
Sansom,  NEA,  1,300* 

13.  “Dennis  the  Menace,” 

Marcus 
Hamilton 


and  Ron  Ferdinand,  King,  1,000-plus 
15.  “FoxTrot,”  Bill  Amend,  Universal,  1,000-plus 
15.  “Hi  &  Lois,”  Greg  Walker,  Brian  Walker, 


and  Chance  Browne,  King,  1,000-plus 
15.  “Zits,”  Jerry  Scott  and  Jim  Borgman, 
King,  1,000-plus 


‘Includes  newsoapets  that  get  the  comic 
by  buying  the  whole  NEA  package 


A  tail  of  one  kitty:  It’s  not 
the  best  of  times  for  some 
syndicated  features,  but  United 
Media  has  sold  Darby  Conley’s 
“Get  Fuzzy"  comic  to  300 
i  newspapers  in  just  three  years. 


syndicates,”  Haslanger  observes.  “It’s 
easier  [for  newspapers]  to  drop  a 
couple  of  columns  than  to  lay  off 
an  employee.”  But  Haslanger  says  it’s 
important  for  papers  to  have  a  mix  of 
local  content  and  syndicated  material. 
Leonard  Pitts  Jr.,  a  columnist  for 
The  Miami  Herald  and  TMS,  agrees, 
and  adds,  “There’s  so  much  media 
fragmentation  that  having  the 
common  experience  [of  reading  the 
same  column  in  different  parts  of 
the  country]  is  even  more  valuable 
than  before.” 


What  editors  want 

All  major  syndicates  offer  a 
wide  variety  of  features,  with 
the  mix  continually  evolving. 
For  instance,  there  are  more 
features  by  women  and 
minorities  than  20  years 
ago.  But  is  there  something 
else  syndicates  could 
provide  that  would  increase 
future  sales  to  daily  papers? 

While  syndicates  now 
distribute  more  features 
aimed  at  younger  readers, 
some  editors  feel  syndicates 
could  do  better  in  this  area. 
Vickie  D.  Ashwill  wants  more 
columns  with  content,  tone, 
and  shorter  lengths  that 
appeal  to  people  ages  25 
to  35.  “We’re  not  seeing 
stuff  aimed  at  this  future  read¬ 
ership,”  says  Ashwill,  features  edi¬ 
tor  of  The  Idaho  Statesman  in  Boise. 

Also  needed  is  a  good  syndicated 
column  targeting  the  teens  papers  are 
“trying  so  desperately”  to  attract,  says 
Pam  Dinsmore,  assistant  managing  editor 
for  features  at  The  Sacramento  (Calif.)  Bee. 
She  reports  that  the  Bee  ended  up  filling 
this  void  itself  via  a  column  wTitten  by  a 
local  family  therapist. 

Discussing  a  different  age  group,  Naples 
(Fla.)  Daily  News  Features  Editor  Harriet 
Heithaus  wishes  there  was  more  syndicated 
content  for  .seniors  “that  doesn’t  sound  as 
though  they’re  over  the  hill.”  But,  she  adds. 


Walker,  King.  1,800-plus 

8.  “The  Family  Circus,”  Bil  and  Jeff  Keane,  King 

I, 500-plus 

9.  “Cathy,”  Cathy  Guisewite,  Universal,  1,500  ^ 
9.  “Doonesbury,"  Garry  Trudeau,  Universal,  1,500 

II.  “B.C.”,  Johnny  Hart,  Creators  Syndicate, 

I, 300-plus 

II.  “The  Wizard  of  Id,”  Johnny  Hart  and  Brant 


syndicates.  For  instance.  The  Dallas 
Morning  News  probably  purchases  fewer 
syndicated  features  than  before,  according 
to  Sue  Smith,  deputy  managing  editor 
for  recruiting  and  development.  The 
economic  downturn  has  led  to  less  space, 
and  Morning  News  editors  —  like 
editors  at  many  other  papers  —  devote 
much  of  the  space  they  do  have  to  local 
content  that  may  be  more  relevant  to 
readers,  reports  Smith,  president 
of  the  Newspaper  Features 
Council  (NFC). 

“We  definitely  buy  less,” 
says  John  Smyntek,  special 
features  and  syndicate 
editor  at  the  Detroit  Free  Press, 
who  explains  this  is  partly  due  to  space, 
partly  because  “much  of  the  material  that’s 
offered  is  already  being  done  here,”  and 
partly  because  the  paper  wants  to  nm 
“unique”  content  no  other  paper  has.  He 
says  the  Free  Press  also  uses  some  material 
from  Knight  Ridder/Tribune  Information 
Services  instead  of  syndicated  content.  “It’s 
quite  comparable,”  he  says. 

Smyntek  did  note  that  smaller  newspapers 
with  less  staff  to  generate  local  content 
will  continue  to  buy  many  features 
(including  paginated  pages) 
syndicates.  And  papers 


of  all  sizes  will  continue  to  rely  on 
syndicates  for  comics. 

“Very  few  papers  will  generate  comics  and 
crossword  puzzles  on  their  own,”  notes  Phil 
Haslanger,  managing  editor  of  The  Capital 
Times  in  Madison,  Wis. 

Jack  Loftis,  editor  emeritus  and  soon-to- 
be-retired  associate  publisher  of  the  Houston 
Chronicle,  says  the  paper  has  not  cut  its  huge 
total  of  about  75  comics  —  or  its  syndicated 
buys  in  general.  But  it  hasn’t  increased 
them,  either. 

It’s  been  a  tough  18  months  for 
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also  says  she  is  “basically  satisfied”  with 
syndicated  content. 


“I  do  like  some  of  the  new  religion  columns.” 

Linda  Kincaid,  deputy  managing  editor 
for  features  at  the  Boston  Herald,  would  “love 
to  see  more  hipness”  and  less  duplication. 

She  notes  that  when  a  feature  is  successful, 
other  syndicates  often  launch  similar  ones. 

Susie  Eaton  Hopper  says  syndicates 
should  offer  features  covering  such  topics  as 
audiobooks  and  fashion.  The  Minneapolis 
Star  Tribune's  assistant  managing  editor  for 
features  adds  that  syndicates  should  ask 
newspapers  what  they  want.  “No  one  ever 
says  to  me,  ‘What  would  you  like  us  to  do?’ 

I  offer  up  ideas,  but  I  don’t  see  them 
transferred  into  features.”  Hopper  says 
major  syndicates  rarely  introduce  “innova¬ 
tive”  material  that’s  “ahead  of  the  curve.  I 
want  to  be  surprised.  It  never  happens.” 

But  Dan  Norman,  deputy  managing 
editor  for  features  and  sports  at  the  South 
Florida  Sun-Sentinel  in  Fort  Lauderdale, 
feels  that  syndicates  do  offer  plenty  of 
up-to-date  content  —  citing,  as  one 
example,  Allan  Wemick’s  “Immigration  & 
Citizenship”  column,  which  was  recently 
introduced  by  King  Features  Syndicate.  “I’m 
a  big  fan  of  what  sjmdicates  do,”  Norman 
says.  Lisa  Wrenn,  features  editor  of  the 
Contra  Costa  Times  in  Walnut  Creek,  Calif., 


Going  weekly 

As  daily  papers  fold,  shrink  space,  or  use 
local  content,  syndicates  are  trying  to 
compensate  by  selling  more  to  nondailies. 

Former  TMS  Editor  Mark  Mathes  says  a 
couple  of  syndicates  do  a  very  good  job  in 
this  area,  but  others  need  to  pay  more 
attention  to  the  nondaily  market.  Mathes  — 
editor  and  publisher  of  CommunityNews 
Publications  in  Florida’s  suburban  Tampa 
Bay  region  —  acknowledges  it  can  be  difficult 
and  expensive  for  syndicates  to  approach 
every  nondaily,  but  says  many  of  these 
papers  are  grouped  into  chains. 

Some  companies,  such  as  King  and  DBR 
Media,  have  had  success  selling  weekly  pack¬ 
ages  to  clients  that  include  many  nondailies. 
King  says  its  package  goes  to  more  than 
1,500  papers.  Several  syndicates  also  are 
starting  to  sell  to  America’s  burgeoning 
ethnic  press.  “They’re  trying  to  market  to 
what  seems  to  be  the  future  demographics  of 
the  country,”  says  Smith  in  Dallas. 

Weeklies  and  ethnic  papers  usually 
don’t  pay  as  much  for  features  as  large 
dailies  do  (syndicate  rates  are  based  on 


client  circulation),  but  it’s  still  money. 

Another  current  and  future  source  of 
feature  sales  is  the  international  market. 

United  Media  consultant  Sid  Goldberg 
says  about  30%  of  United’s  comic  sales  are 
international,  and  estimates  that  this  will  rise 
to  about  40%  in  a  decade.  “There  are  still 
parts  of  the  world  that  are  untapped,”  says 
Goldberg,  a  former  United  executive  who 
has  been  in  the  syndication  business  since 
1956  and  who,  like  McMeel  and  Loftis,  is  a 
former  NFC  president. 

Mathes  did  note  that  foreign  sales  aren’t 
easy  —  often  requiring  syndicates  to  get  help 
from,  and  split  fees  with,  people  in  various 
countries  who  possess  “local  knowledge.” 

Syndicates  also  might  improve  sales  by 
offering  more  features,  such  as  a  medical  or  a 
modem  military  comic,  geared  to  both  gen¬ 
eral  papers  and  niche  publications,  suggests 
attorney  Stuart  Rees,  who  represents  nearly 
100  creators  on  major-syndicate  rosters.  Jay 
Kennedy,  King’s  editor  in  chief,  notes  that 
the  spiritual  “Wildw'ood”  strip  sells  to  both 
church  publications  and  secular  papers. 

Creative  license 

And  syndicates  need  to  continue  finding 
revenue  from  toys,  books,  and  other  licensing 
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Self-syndicated  Mark  Paris!  suggest  that  cartoonists  aren’t  laughing 
about  the  way  many  papers  have  reduced  the  size  of  the  funnies. 

spinoffs  from  their  features.  Licensing  has  and  paginated 
always  been  “a  big  driver  of  syndication  But  many  m 

revenue,”  says  TMS’  Mahoney.  For  example,  for  fewer  super 
United  —  a  huge  merchandising  player  in  the  mid-199 

thanks  to  “Peanuts”  and  “Dilbert”  —  earned  Erma  Bombed 
$65.9  million  last  year  from  licensing  out  of  i  creators  of  “Cal 
total  revenue  of  $88.8  million,  according  to  Side”  —  a  trio  ( 
parent  E.W.  Scripps  Co.’s  annual  report.  clients.  But  Me 

The  powerhouse  in  comic  collections  and  has  more  custc 


lives  on  hold  while  they’re 
making  $200  a  month,” 
says  Copley’s  Winders. 

This  paucity  of  income 
could  affect  the  talent 
pool  in  years  to  come, 
as  some  creators  decide 
success  is  either  impossi¬ 
ble  or  too  long  in  coming 
—  and  instead  pursue 
other  fields. 

Bigs  get  smaller 

The  numbers  show 
there  aren’t  as  many 
widely  distributed 
features  as  before,  not 
surprising  given  the 
troubles  faced  by 
syndicates’  core  daily- 
newspaper  market.  The 
eight  biggest  syndicates 
now  have  34  comics, 
columns,  and  editorial 
cartoons  with  500  or 
more  papers,  compared 
to  42  at  that  popularity 

;<The  taS"® 

also  oner  several  puzzles 
and  paginated  pages  with  500-plus  clients. 

But  many  modest  successes  can  make  up 
for  fewer  superstars.  For  instance.  Universal 
in  the  mid-1990s  was  hit  with  the  death  of 
Erma  Bombeck  and  the  retirement  of  the 
creators  of  “Calvin  &  Hobbes”  and  “The  Far 
Side”  —  a  trio  of  features  with  nearly  5,000 
clients.  But  McMeel  reports  that  Universal 
has  more  customers  now  than  it  did  then. 


syndicate  being  formed  and  becoming 
a  major  player  in  the  next  decade. 

His  Creators  (founded  in  1987) 
and  Universal  (1970)  are  the  last 
big  new  kids  on  the  block. 

Creators  is  considered  the 
fillh-largest  syndicate,  and  the 
top  four  include  —  not  necessarily  in  order 
of  size  —  Universal,  King  (founded  in  1915), 
TMS  (1908),  and  United  (whose  United 
Feature  Syndicate  division  dates  back  to 
1923  and  Newspaper  Enterprise  Association 
division  to  1902).  Rounding  out  the  top  eight 
—  again,  not  necessarily  in  order  of  size  — 
are  Copley,  the  New  York  Times  Syndicate, 
and  the  Washington  Post  Writers  Group. 

Kennedy  of  King  says  he  could  see,  in  the 
next  decade,  some  larger  syndicates  retaining 
a  general-interest  approach  while  other  larg¬ 
er  syndicates  become  more  niche-oriented. 
Smaller  syndicates,  he  adds,  may  have  a 
tough  time  because  it  can  be  expensive  to 
make  inroads  into  the  new  markets  needed 
to  supplement  business  from  daily  clients. 

Big  syndicates  are  already  merging  in  a 
certain  sense,  as  they  cooperate  even  while 
competing.  Some  use  the  same  comic  pagi¬ 
nation  services,  some  share  international 
sales  efforts,  some  have  features  on  a  rival’s 
Web  site,  and  some  see  their  comics  in  AMP 
book  collections. 

Readers  are  seeing  columns  from  supple¬ 
mental  news  services  in  slots  that  once 
featured  columns  from  syndicates.  If  papers 
are  buving  the  wire  anyway,  the  columns  are 
essentially  fi^.  “The  supplementals  have 
gotten  better  and  deeper,”  says  Mathes  of 


other  books  is  Andrews  McMeel  Publishing, 
a  sibling  of  Universal.  But  AMP  would  not 
give  out  revenue  figures  or  even  the  number 
of  books  sold  despite  several  requests. 

Revenue  from  non-newspaper  sources 
certainly  helps  when  some  print  clients  still 
pay  syndicates  as  little  as  $5  a  week  for  a 
feature.  Of  course,  low  prices  are  one  reason 
why  newspapers  buy  syndicated  features 
rather  than  hire  more  staffers  or  free-lancers 
to  create  similar  content.  ‘We  bring  news¬ 
papers  a  wide  range  of  talent  that  doesn’t 
cost  an  arm  and  a  leg,”  says  McMeel. 

“If  you  can  get  something  for  $5  a  week, 
why  hire  someone  for  $50,000  a  year?”  adds 
attorney  Rees,  who  says  comics  are  especially 
desirable  to  newspapers  and  Web  sites  at  a 
time  when  people  want  funny  images  and 
quick  entertainment. 

_  _  Still,  low  prices  paid  by  many  clients  make 
1 3  it  harder  for  syndicates  to  stay  profitable.  It 
I  g  also  makes  it  harder  for  creators  to  continue 
;  s  features  that  grow  more  slowly  than  features 
?  £  used  to  grow.  “A  lot  of  people  can’t  put  their 


However,  the  total  of  major  syndicates  is 
going  down  —  to  eight  today  from  12  in 
1985.  The  latest  merger  occurred  when  TMS 
absorbed  the  Los  Angeles  Times  Syndicate 
after  the  Tribune  Co.’s  purchase  of  the  Times 
Mirror  Co.  in  2000. 

Most  interviewees  predict  at  least  one 
other  syndicate  will  get  bought  and  merged 
in  the  next  decade.  “I  don’t  see  where  we 
would  have  only,  say,  two  syndicates  left,” 
says  Smith,  “but  the  number  will  go  down.” 
Creator  Miller  also  sees  consolidation  ahead: 
“It  wouldn’t  surprise  me  if  there  are  only 
three  remaining  in  10  years,  just  like  how  the 
;  auto  industry  shook  out  in  this  country.” 

Why  consolidation?  For  one  thing, 

:  economic  efficiency.  A  huge  syndicate 
selling  250  features  can  do  it  with  less  staff 
i  than  two  syndicates  each  selling  125.  And 
then  there’s  that  shrinking  number  of 
feature  slots  in  newspapers, 
t  “We’re  all  fighting  for  the  same  space,” 

i  says  Newcombe,  who  adds  that  he  doesn’t 
see  any  possibility  of  a  new  independent 
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CommunityNews  Publications.  “They’ve  j 
nibbled  away  at  some  single-feature  sales.”  I 

But,  even  as  supplemental  columns  take  t 
space  from  syndicated  ones,  the  earnings  j 
often  go  into  the  same  corporate  coffers.  | 
For  instance,  the  New  York  Times  ! 

Syndicate  and  New  York  Times  News 
Service  obviously  have  the  same  parent. 

And  the  fact  that  six  of  the  top  eight 
syndicates  are  owned  by  big  media  com-  [ 
panics  has  helped  —  and  will  help  —  them  | 
weather  tough  times,  says  Mathes.  ! 

Do-it-yourself  advice  \ 

what  about  cartoonists  and  columnists 
who  want  to  avoid  corporate  connections?  i 


It’s  possible  that  in  the  future  more  of  them,  j 
helped  by  the  Web,  will  self-syndicate.  } 
“With  online  and  Internet  capabilities, 
cartoonists  can  create  their  own  Web  sites, 
sample  their  wares  to  possible  buyers,  and  | 
deliver  it  themselves,”  says  Loftis. 

But  the  Web  doesn’t  necessarily  make 
self-syndication  more  lucrative  than  before. 
“There  has  to  be  a  fundamental  change  in  i 
the  mind-set  of  people  using  the  Internet,”  j 
cartoonist  Miller  says.  “People  think  | 

everything  is  supposed  to  be  free  on  the  j 
Net.  So  how  are  you  supposed  to  make  a 
living  if  you  give  your  product  away?”  I 

“There  vvill  be  a  superstar  or  two  on  the  | 
Web,  but  others  will  struggle,”  adds  The  ' 
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Six  journalists  have  been  selected  as  2002  Kaiser  Media  Fellows: 

Jonathan  Cohn,  senior  editor,  The  Neu)  Republic 

Project;  The  transformation  of  American  health  care  in  the  1990s. 

Barry  Meier,  author 

Project;  Prescription  drug  abuse,  pain  management,  and  addiction  -  OxyContin  as  a 
case  snidy  in  regulating  the  next  generation  of  powerful  painkillers. 

Jon  Palfreman,  senior  producer,  FRONTLINE 

Project;  The  development,  marketing,  and  pricing  of  prescription  drugs. 

John  Price,  reporter.  The  New  York  Amsterdam  News 

Project;  Examining  the  social,  cultural,  and  psychological  roots  of  African-American 
health  disparities. 

Marc  Shaffer,  independent  television  producer 

Project;  Implementing  California's  Proposition  36  -  treatment  as  an  alternative  to 
incarceration  for  drug  addiction. 

Robin  D,  Stone,  freelance  wTiter  and  editor.  New  York  City 

Project;  Tire  impact  of  sexual  abuse,  focused  on  African- Anterican  families. 


In  2003,  the  Kaiser  Media  Fellowships  Program  will  again  award  up  to  six  fellowships  to  print, 
television  and  radio  journalists  and  editors  interested  in  health  policy,  health  care  financing 
and  public  health  issues.  Information  about  the  2003  program  will  be  available  shortly,  with 
applications  due  in  March  2003.  The  aim  is  to  provide  journalists  with  a  highly  flexible  range 
of  opportunities  to  pursue  individual  projects,  combined  with  group  briefings  and  site  visits 
on  a  wide  range  of  health  and  social  policy  issues. 

For  more  information,  or  to  apply  for  the  2003  awards,  visit  our  website  at  www.kff.org;  or 
write/  e-mail; 

Penny  Duckham 

Executive  Director  of  the  Kaiser  Media  Fellowships  Program 

Kaiser  Family  Foundation 

2400  Sand  Hill  Road 

Menlo  Park,  CA  94025 

Email:  pduckham@kff.org. 

The  Kai.ser  Family  Foundation  is  an  independent  health  care  foundation  and  is  not  affiliated  with  Kaiser 
Permanente  or  Kaiser  Indu.stries. 


San  Diego  Union-Tribune's  Pete 
Rowe,  who  is  president  of  the 
National  Society  of  Newspaper 
Columnists. 

A  rare  self-syndication 
success  story  online  and  off  is 
the  married  couple  of  “off  the 
mark”  cartoonist  Mark  Parisi  and  business 
manager  Lynn  Reznick.  She  has  found 
120-plus  clients  for  Parisi’s  comic  panel  via 
their  Atlantic  Feature  Syndicate  operation, 
and  also  has  developed  revenue  streams 
from  reprint  sales,  licensed  products  such 
as  greeting  cards,  and  more. 

But  it  took  the  Boston-area  couple  15 
years  to  reach  this  point,  and  Reznick  says  a 
creator  without  a  business-oriented  partner 
has  an  even  tougher  time.  “It’s  extremely 
difficult  to  self-syndicate,”  she  says,  with 
one  problem  being  that  many  papers  prefer 
to  deal  with  big  syndicates. 

Parisi  says  the  Internet  helps  with 
delivery  and  making  “off  the  mark”  known, 
but  Web  sales  have  declined  since  the 
dot-com  crash.  “A  lot  of  sites  stopped 
paying  for  content,”  he  says. 

So,  Pairisi  and  Reznick  don’t  see  a  future 
boom  in  self-syndication.  But  they  do  cite 
the  benefits  —  getting  to  stay  home  with 
their  7-year-old  daughter,  making  their 
own  decisions,  not  being  ignored  in  a 
syndicate  lineup,  and  not  splitting  earnings 
with  a  syndicate. 


Life  of  a  salesman 

But  syndicates  —  while  often  keeping 
50%  of  the  take  —  do  allow  creators  to 
focus  solely  on  writing  or  drawing.  “They’d 
rather  be  creating  than  marketing  and 
billing,”  says  Winders  of  Copley. 

And  syndicates,  says  Smith,  serve  an 
important  function  in  editing  material 
before  it’s  sent  to  papers.  “Everyone  needs 
an  editor,”  she  notes,  adding  that  many 
papers  would  rather  not  take  the  time  to 
closely  edit  syndicated  content. 

Before  a  feature  is  available  to  papers, 
it’s  signed  from  among  thousands  of 
submissions  syndicates  receive  each  year. 
Syndicates  see  themselves  as  gatekeepers 
separating  the  wheat  from  the  chaff 
(though  very  original  and  nonmainstream 
content  may  get  stopped  at  the  gate). 

“There  is  a  vast  quantity  of  material,  of 
which  only  a  small  sliver  has  a  large 
appeal,”  says  Kennedy.  “Syndicates  are  a 
filter  that  saves  consumers  from  sifting 
through  all  this  material.” 

As  Goldberg  notes,  “When  a  Chinese 
restaurant  has  a  15-page  menu,  you  need 
expert  advice  from  the  waiter  about 
what’s  good.”  11 
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-FEATURES  AVAILABLE- 


MOVIE  REVIEWS 

ATTRACT  RESTAURANT  &  Theater 
Advertising  using  capsule  Movie  Reviews 
with  photos  &  graphic  ratings. 

Also:  Video  Guide,  Star  Interviews, 
Trivia  Quiz,  Book  &  Music  Reviews, 
Cineman  Syndicate,  (914)  967-5353 
cineman@frontiemet.  net 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  927-0164 


SYNDICATION  SERVICES 


BECAUSE  LIFE  IS  NOT  lived  a  russian  novel.  In¬ 
troducing  SnippinS  Unique  slice-of-Life/though 
piece  columns  written  as  400-word  short  stories. 
Call  (603)  437-8738  or  (603)  781-7027 
www.johnbudzinski.com 


-ANNOUNCEMENTS- 


EDUCATION 


WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.worldii.com  We  may  be  right  for  you. 


NEWSPAPER  APPRAISERS 


#1  NEWSPAPER  APPRAISER  -  Est.  1959 

Free  Initial  Valuation... go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  (301)  253-5016 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  (Utr  references 
(214)  265-93W) 


Kickenbachor  IVledia 

673  1  Dcsco  Or..  Oalla 
673  1  Dcsco  Or..  Dallas.  I'X  75225 
WWW  .rickcnbachermedia.ct>m 


America’s  Leading  Brokers  •  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Scott  McGraw,  Midwest 
(517)  369-3066 
Stephen  Klinger,  Southwest 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Ron  Mix,  West  (209)  634-7202 
www.mediamergers.com 
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NEWSPAPER  BROKERS 

DORMAN  E.  CORDELL 

Specialty  Enterprises,  Inc. 

13240  Peyton  Drive,  Dallas,  TX  75240 
(972)  9600096,  Fax,  (972)  774-1188 
email:  dcordell@swbell.net 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDiA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

NEWSPAPERS  FOR  SALE 

EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  Associ¬ 
ated  Texas  Newspapers,  (512)  476-3950, 
1801  Exposition,  Austin,  TX  78703. 

NEWSPAPER  BROKERS 


NEWSPAPERS  FOR  SALE 

ILLINOIS  WEEKLY  GROUP,  $500K 
gross,  also  Texas  weeklies.  Free  list, 
(512)  476-3950,  Bill  Berger,  ATN,  Inc. 
1801  Exposrtion,  Austin,  TX  78703 


LISTINGS  OF  THE  WEEK: 

County  Seat  Weeklies  and  Dailies 
in  Arkansas,  Kansas,  Missouri  and  Nebraska! 
For  more  information  on  these  properties,  or 
for  a  FREE  listings  newsletter  call  or  write: 

NATIONAL  MEDIA  ASSOCIATES 

EDWARD  ANDERSON,  BROKER 

P.O.  Box  2001  -112  W.  College 
Branson,  MO  65615 
(417)  336-3457 

For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 

PUBLICATIONS  FOR  SALE 

Highly  profitable  chain  of  free  newspa¬ 
pers/shoppers  to  be  sold  to  best  bidder. 
Well-established,  circulation  of  250,000 
plus  commercial  web.  Contiguous,  high 
growth  markets  with  minimal  competition. 
Owner-operator  retiring.  Interested  bidders 
must  demonstrate  financial  capacity  to 
complete  a  $20,000,000  purchase  (cash  or 
listed  stock).  Following  execution  of  a 
non-disclosure  agreement,  an  extensive 
package  including  complete  financials  will 
be  provided.  First-round  bidders  must  submit 
a  binding  mimimum  offer.  Best  bidders 
permitted  on-site  inspections  and  due  dili¬ 
gence  before  final  offers.  Seller  reserves 
the  right  to  control  the  bidding  procedure 
including  withdrawing  the  property  from  the 
market.  No  brokers.  Send  initial  response 
with  demonstration  of  financial  capacity  to: 
Editor  &  Publisher,  Box  2800,  770  Broadway, 
New  York,  NY  10003 

NEWSPAPER  BROKERS 


Producing  Top  Values 
For  Publishers  Since  1923 

Over  tlie  years  vs-e've  produced  top  values  for  publishing  companies,  in 
thousands  of  transactions  througnciut  the  country.  We  have  built  this 
record  t>n  hard  work,  exprerience  and  trust,  and  we  welcome  your  call 
to  confidentially  discuss  what  vve  can  do  for  you  and  your  company. 

John  Crihh  •  Jim  Hicks  ^  I 

Tom  Karavakis  •  Cars  Greene 

&  ASSOCIATES 


Publication  Brokerage  &  Appraisal 

(406)  586-6621 

Bozeman.  Montana 


-THE  IVEWSP.4PER  INDUSTRY’S  MEETING  PL.4CE 


-EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 

CANNON  L-NEST  carts  with  straps. 
1,000#  capacity.  Quantity  and  price  nego¬ 
tiable.  Call  Jerry  Rzasa  at  the  Denver  News¬ 
paper  Agency.  (303)  820-5553. 


FOR  SALE  1997  8  workstation  PSIOOO 
Analog  system  predictive  dialer.  IBM  corrv 
patible.  $10,000  (Paid  $36,000  in  1997)  or 
best  offer.  Call  1-800  482-0759  ext.  1198 
or  glemlin@sunjournal.com 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelber^all 
Sbteher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSTEC,  INC 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wail...We  Have  h  All 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 
NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  NH.,  CA  91605 


PRESSES 


•  GOSS  Urbanite  1000  series  6  units,  3/c 

•  GOSS  Urbanite  800  series  4  units,  3/c 

•  GOSS  Urbanite  12  unit  pressline,  2  folders 

•  NCH  400  12  units,  21”  x36"  2  JF  40  folders 

•  NCH  400  10  units.  22  3/4  x36'  2  JF  40  folders 

•  GOSS  C150  and  4  highs,  21.5”  cutoff 

•  GOSS  SC  folders,  22  3/4  cutoff 

•  Enkel  splicers 

•  GOSS  SSC  combo  folder,  21.5”  cutoff 

•  Martin  splicer 

•  Baldwin  105  count-o-veyor 

•  GOSS  Suburban  9  units  15(X)  series  folder 

•  GOSS  1500  series  units,  22  3/4 

•  GOSS  Magnum  4  highs,  21”  cutoff 

•  2-RBC21  half  folders 

•  2-Butler  6000  splicers 

Webeq  International,  Inc. 
email;  presssales@aol.com 
(847)  459-9700;  Fax;  (847)  459-9707 
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-EQUIPMENTS  SUPPLIES- 


PRESSES 


22”  METROLINER  22” 
PRESSES  AVAILABLE 

•  22”  cut-off  manufactured  1986-88 

•  3:2  144  page  imperial  folders 
(double&single) 

•  45”  GOSS  digital  autopasters  modern 
angle  bar  assemblies 
Equipment  in  excellent  condition 

For  further  confidential  information 
please  apply  to: 

Box  2750 

Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


CURRENTLY  AVAILABLE  FROM  INLAND 

•  4-Unit  GOSS  METRO  OFFSET  -  22  3/4” 
cut-off  with  a  13-side  half  deck  and  5-unit 
press  with  a  10  and  13  side  half  deck. 

•  5-Unit  GOSS  METRO  OFFSET,  22  3/4” 
cut-off  with  a  10  and  13  side  half  deck. 

•Add-on  1000  series  GOSS  URBANITE 
units. 

•  8-unit  GOSS  SSC  press  -  well  maintained 
&  in  good  condition. 

•  8-unit  GOSS  COMMUNITY  has  rebuilt 
modified  1/4  folder  &  new  75HP  drive  in 
■98. 

•  12-unit/2-folder  ATLAS  press  with  2 
Quadracolor  units  -  late  80’s  vintage  in 
good  mechanical  condition. 

•  HARRIS  VISA  &  Vise,  NEWS  KING, 
and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 
P.O.  Box  15999,  Lenexa,  KS  66285 

(913)  492-9050  •  Fax  (913)  492-6217 
www.inlandnews.com 

DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

"Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

KBA  COMMANDER  60  Offset 
Newspaper  Presses 

•  54”  wide  -  50”  roll  diameter. 

•  22”  cut  off,  cylinder  circumference  44” 

•  60,000  copies  per  hour  straight 

•  30,000  copies  per  hour  collect 

•  3  KF80  Jaw  Folders 

•  (9)  KBA  Pastomat  2  arm  reels 

•  6  -  4/2  units  3  -  2/1  units 

•  EAE  -  controls 

Daily  Herald 
P.O.  Box  280 

Arlington  Heights,  IL  60006-0280 
Contact:  Jerry  Schur 
(847)  4274373 


CIASSIFIED  ADVERTISERS: 


If  you  don’t  SEE  k 


CATEGORY  TTIAT  FITS  YOUR  NEEDS, 


PLE,ASE  CALL  l)S  AT 


888.825.9149 


-INDUSTRY  SERVICES- 


ADVERTISING  SERVICES 


BEST  ADVERTISING  VALUES 

Publishing  Newspaper  Classifieds  since  1983. 
Reach  millions  affordably!  Call  Now 
FREE  Media  Guide. 

NATIONAL  AD  PLACEMENT  SERVICE 
1-888-215-2790 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at: 

www.publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)657-2110 


-HELP  WANTED- 


ADMINISTRATIVE 


GENERAL  MANAGER 
Las  Vegas  Optic  newspaper 
Right  candidate  will  have  2  to  3  years  man¬ 
agement  experience  within  a  newspaper  op¬ 
eration.  Excellent  communication, 

leadership  and  organizational  skills  a  must. 
A  track  record  of  initiative,  sales 
experience,  and  community  involvement  are 
keys  to  success  as  is  a  prevailing  desire  for 
improving  quality  and  delighting  customers. 
Mail  resume  to:  Chris  Dissinger,  256  D.P. 
Road,  Los  Alamos,  NM  87544.  Phone: 
(505)  6624185  or  E-mail: 

chrisd@lamonitor.com  to  arrange  an  inter¬ 
view. 


GENERAL  MANAGER  with  strong  ad  and 
marketing  background.  Experience  in  circu¬ 
lation  and  budgeting  a  plus.  Must  be  able  to 
run  own  show  while  being  goal  oriented  and 
leading  our  2  weeklies  to  the  next  level.  Ex¬ 
citing,  vibrant  market,  great  benefits  and 
positive  environment.  Send  complete  resume 
to:  HBC  Publications,  P.O.  Box 

90430,  Henderson,  NV  89014. 


INCREDIBLE  ADVENTURE  for  entrepreneurs 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  award-winning 
Berkeley  Daily  Planet  &  San  Mateo  Dally 
Journal,  needs  high-energy  Sales  Managers 
to  build  &  lead  teams  at  start-up  community 
dailies  on  the  West  Coast.  Competitive 
compensation  stock  options  for  aggressive 
leaders  (we  are  venture  capital- 
backed).  This  is  not  for  the  faint-hearted! 

Cover  letter  &  resume  to: 
hr@berkeleydailyplanet.net  or  FAX  to: 

(510)  841-5695 


DESIGN  SERVICES 


SYSTEMS  ADMINISTRATOR 


REDESIGN 

•  Reorganize 

*  Contemporize 
■  Revitalize 
REAUSTICFEES 

Russ  Kramer  Creative 
Braoe  1813)805-9636 
GMcagt.  russk^mpabay.rr.com 


INTERNET  SERVICES 


ARE  YOUR  WEBSITE’S  costs  out  of  line 
with  its  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  877/462-6397 
www.our-hometown  .com 


'Times  have  not  lieeome  more  violent 
They  have  just  lieeome  more  televised." 

-Marilyn  .Manson.  .singer.  1999 


SYSTEM  ADMINISTRATOR 
Southern  California  daily  seeks  hands  on 
Advertising  Business  Systems  Administrator 
to  maintain  the  existing  PBS  (AM)  billing  sys¬ 
tem,  DTI  front-end  system,  and  provide  sup¬ 
port  to  users  in  PC  and  MAC  environments. 
This  individual  will  work  closely  with  circula¬ 
tion  and  accounting  personnel  to  ensure 
consistent  and  accurate  data.  Responsibili¬ 
ties  also  include  building  and  maintaining 
rates  in  PBS  and  DTI,  processing  month 
end  and  maintaining  interfaces  to  and  from 
the  front-end  system  to  the  billing  system. 
The  Antelope  Valley  Press  is  a  family  owned 
daily  located  one  hour  north  of  Los  Angeles. 

We  are  one  of  California’s  fastest-growing 
newspapers  and  offer  an  excellent  benefits 
package.  Please  submit  resume  with  salary 
requirements  to:  Antelope  Valley  Press,  Per¬ 
sonnel,  P.O.  Box  4050,  Palmdale,  CA 
93590,  or  E-mail  to:  tvaldes@avpress.com 


-HELP  WANTED- 


ADMINISTRATIVE 

PUBLISHER 

Seeking  successful  advertising  or  general 
manager  who  is  ready  to  step  up  and  take 
the  publisher  position  of  small  daily  publica¬ 
tion  in  northwest  Ohio.  This  scenic,  quiet 
community  offers  the  right  person  the  op¬ 
portunity  to  become  a  key  player  in  a  growing 
company.  Please  send  resume  to: 

Dianna  Epperly,  Wapakoneta  Daily  News 
P.O.  Box  389,  Wapakoneta,  OH  45895 
Or  E-mail:  depperly@wapakwdn.com 


ADVERTISING 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


1  ADVERTISING  MANAGER 

:  Vibrant  9,000  circulation  community  news- 
i  paper  located  in  growing  southern  Colorado 
city  seeks  innovative  advertising  manager 
who  understands  competition  and  is  willing 
'  to  compete  aggressively  to  increase  the 
newspaper’s  market  share.  The  Canon  City 
Daily  Record  is  located  in  one  of  Colorado’s 
j  most  scenic  areas  and  is  noted  for  its  mild 
;  climate.  Located  near  Colorado  Springs,  it 
I  has  all  the  advantages  of  a  nearby  city. 
There  is  a  great  outdoor  adventure  at  its 
doorstep  in  the  Rocky  Mountains.  The  ideal 
candidate  will  have  a  minimum  of  five  years 
experience  in  advertising  management,  a 
record  of  sales  achievement,  highly  devel¬ 
oped  communication/training  skills,  and  will¬ 
ingness  to  become  involved  in  the  commu¬ 
nity.  Please  send  cover  letter,  resume  and 
salary  requirements  to:  General  Manager, 
Reporter-Herald.  P.O.  Box  59,  Loveland,  CO 
80539. 

ADVERTISING  SALES  MANAGER 
■  Growing  Nassau  newspaper  and  shopper 
'  group,  seeks  experienced,  successful  man¬ 
ager.  Must  be  a  strong  motivator  and  creative 
,  promoter  who  can  hire,  train  and  sell 
i  major  accounts.  Excellent  compensation/ 
benefits/401(k)  plan.  Send  resume,  salary 
history  to  Rhonda  Glickman,  Richner  Com¬ 
munications,  379  Central  Avenue, 
Lawrence,  NY  11559. 

Fax  to  (516)  5694942 
Or  E-mail  to:  Rhonda@liherald.com 


ADVERTISING  SALESPERSON/MANAGER 
Zone  5  weekly  offers  fine  opportunity  for 
sales  person/sales  manager  seeking  to 
move  up.  This  position  will  have  direct  re¬ 
sponsibility  for  advertising-related  sales  and 
revenue  growth,  developing  and  managing 
staff,  creating  spec  layouts,  conducting 
cold  calls  and  being  part  of  a  strong  man¬ 
agement  team  in  an  award-winning  organi¬ 
zation  that  believes  in  local  control.  Com¬ 
petitive  salary,  commissions,  profit-sharing, 
excellent  executive  benefits,  chance  for 
!  stock  ownership.  Send  resume  and  cover 
I  letter  describing  your  past  accomplish- 
;  ments.  Include  salary  requirements  to  Box 
;  2776,  Editor  &  Publisher  Classified,  770 
i  Broadway,  7th  Floor,  New  York,  NY  10003. 

'  MARKETING  -  ADVERTISING  SALES 
Growing  North  Shore  weekly  newspaper  is 
looking  for  an  aggressive  self  starter,  pos¬ 
sibly  recent  grad,  to  take  on  outside  mar¬ 
keting/advertising  sales.  Generous  commis¬ 
sion  with  draw  to  start.  High  income  potential. 
Set  your  own  schedule.  Send  resume 
and  cover  letter  via  Fax  to  (516)  671-7442 
or  E-mail  to:  leaderl@optonline.net. 
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-HELP  WANTED- 


ADVERTISING _ 

International  circulation  newspaper  seeks 
an  ADVERTISING  LEADER.  Successful  candi¬ 
date  will  have  a  proven  track  record  as 
sales  leader  able  to  grow  advertising  revenue  i 
through  the  development  of  innovative  i 
sales  strategies.  The  ideal  candidate  has  a  ; 
proven  track  record  in  leading  a  small  sales 
force  as  well  as  being  a  “hands-on”  leader 
who  has  strong  sales  skills  and  a  record  of 
overachieving  sales  goals  and  quotas. 
Please  send  E-mail  responses  with  Box 
2815  in  subject  line  to: 

mmacmahon@editorandpublisher.com 

REAL  ESTATE  AD  MANAGER 
The  Seattle  Times  is  seeking  a  Classifieds 
Sales  Manager  for  our  Real  Estate  ad  cate¬ 
gory.  Work  with  a  top  notch  journalistic  or¬ 
ganization  that  has  local  control  and  the  au-  ; 
tonomy  to  make  things  happen  in  its  own  i 
market.  Will  be  responsible  for  achieving  ■ 
the  revenue  and  lineage  goals.  Will  also  ; 
oversee  sales  operations  of  the  category  ' 
unit,  establish  forecast  and  sales  ! 
projections,  manage  to  assigned  budget,  ; 
identify  marketing  opportunities,  manage  i 
key  accounts,  coordinate  all  special  sec-  j 
tions/theme  pages,  and  manage  department 
staff.  Must  have  a  minimum  of  4 
years  sales  &  marketing  management  expe¬ 
rience  working  with  a  large  staff  and  cus¬ 
tomer  base.  Apply  to  job  #:  02-074/MT  by 
E-mailing  cover  letter  and  resume  as  a  single 
Word  attachment  to: 

st.resumes@seattletimes.com 


TELEMARKETING  MANAGER 
The  Courier-Journal  is  accepting 
applications  for  the  position  of  Telemarketing 
Manager.  If  you  are  a  sales- 
minded  individual  with  strong  interpersonal 
and  management  skills,  this  may  be  the  op¬ 
portunity  for  which  you’ve  been  waiting.  Indi¬ 
vidual  must  have  a  background  in  direct 
sales  and  training,  knowledge  of  sales 
styles  and  techniques;  database  marketing, 
segmentation  and  targeting  techniques.  Col¬ 
lege  degree  preferred.  Call  Center  and 
newspaper  experience  preferred. 

We  offer: 

Excellent  Benefits  Package 
Comprehensive  Training 
Fax  (502)  5824001 
Or  E-mail  jmosley@louisvil.gannett.com 
a  resume.  Apply  to  The  Courier-Journal, 
Human  Resources  Department,  525  West 
Broadway,  Louisville,  KY  40201-7431  EOE 

ADVE^I^G  MANAGER 
ANG  Newspapers,  publisher  of  eight  daily 
and  twelve  weekly  newspapers  in  theSan 
Francisco  Bay  Area,  is  hiring  smart, 
creative,  advertising  sales  managers.  We 
offer  advertisers  a  variety  of  newspaper, 
online,  magazine,  and  direct  mail  products 
and  want  enthusiastic,  effective  sales  leaders 
who  can  manage  multiple  products.  We 
offer  managers  career  opportunities,  sup¬ 
port,  and  room  to  grow  and  learn.  In  addition 
to  living  in  the  most  exciting  region  of 
the  country,  we  offer  salary  and  bonus 
packages  in  the  $60K-$80K  range,  full  bene¬ 
fits,  and  a  car  allowance.  Please  E-mail  (text 
only)  hr@angnewspapers.com  Subject: 
Sales  Manager  or  Fax  (510)  293-2725. 

“Remember  always  that  you  have 
not  only  the  right  to  be  an  indi¬ 
vidual,  you  have  an  obligation  to 
be  one.” 

-  Eleanor  Roosevelt 


CIRCULATION 

ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


CIRCULATION  DIRECTOR 
The  Decatur  Daily  is  a  family-owned  and  op¬ 
erated  newspaper  in  Alabama.  Management 
is  focused  and  committed  to  circulation 
growth  and  needs  the  right  individual  to 
lead  the  drive.  Minimum  of  3  years  newspa¬ 
per  sales  or  similar  management 

experience  required.  The  Daily  strongly  be¬ 
lieves  in  the  future  of  newspapers  and  invests 
accordingly,  not  only  in  the  paper  but 
also  the  market.  Benefits  include  medical 
insurance,  prescription  drug  card,  partial 
dental,  401(k)  with  company  participation, 
paid  vacation,  etc.  Send  resume  with  cover 
letter  to:  The  Decatur  Daily,  c/o  Clint  Shelton, 
P.O.  Box  2213,  Decatur,  Alabama 

35609. 


SINGLE  COPY  MANAGER 
THE  TAMPA  TRIBUNE 

Looking  for  a  great  opportunity  to  work  in 
one  of  the  leading  readership  markets  in 
the  country?  The  Tampa  Tribune  is 
searching  for  a  Single  Copy  Sales  &  Market¬ 
ing  Manager  to  increase  and  manage  single 
copy  circulation. 

Candidates  should  have  a  background  in 
single  copy  operations  with  experience  and 
expertise  in  marketing.  Successful  candi¬ 
dates  will  have  a  history  of  successful  mar¬ 
keting  and  sales  plans  that  demonstrate 
their  ability  to  grow  circulation  and  develop 
a  strategy  and  vision  for  increasing  reader- 
ship.  Candidates  should  have  a  proven 
track  record  for  creativity,  innovation  and 
experience  working  with  retailers. 

The  Tampa  Bay  area  has  3  professional 
sports  teams  and  this  position  provides  a 
great  opportunity  to  work  closely  with  the 
marketing  department  in  the  exciting  area 
of  sports  marketing.  The  Tampa  Bay  area  is 
one  of  the  most  competitive  markets  in  the 
country  and  this  position  provides  an  excel¬ 
lent  opportunity  for  career  growth.  The 
Tampa  Tribune  is  one  of  the  premier  industry 
leaders  in  convergence  and  has  a  rich 
history  of  being  at  the  forefront  of  many 
new  industry  initiatives. 

The  Tampa  area  has  an  attractive  lifestyle 
that  is  culturally  diverse  with  a  climate  that 
offers:  fishing,  golfing  and  many  other  out¬ 
door  activities  year-round  and  the  gulf  coast 
beaches  are  consistently  voted  as  some  of 
the  best  in  the  country.  If  you  want  to  be  a 
part  of  this  team,  send  your  resume,  cover 
letter  and  salary  history  to: 

The  Tampa  Tribune 
Attention:  Human  Resources 
202  South  Parker  Street 
Tampa,  FL  33606 
Fax  to:  (813)259-7387 
Or  E-mail  to:  employment@Tampatrib.com 
(no  attachments) 


SINGLE  COPY  MANAGER 
Mid  sized  seven  day  newspaper  in  the  Dela¬ 
ware  Valley  seeks  professional,  aggressive, 
i  and  results  oriented  single  copy  manager 
to  take  command  of  our  street  sales,  service 
,  and  collections.  Should  be  fully  experienced 
I  in  newspaper  single  copy  and  have 
:  system  skills.  Must  be  able  to  motivate. 
Send  resume  and  salary  history  to  Box 
2811,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 


_ CIRCULATION _ 

Resort  area  needs  aggressive 
CIRCULATION  MANAGER.  Team  player.  Pro¬ 
motion  minded  and  deadline  oriented.  Un¬ 
tapped  growth  potential.  Apply  to: 

Box  2813,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
NewYork,  NY  10003 


SUBSCRIBER  ACQUISITION  MANAGER 
THE  VIRGINIAhFPILOT 
200,000  metro  daily  on  the  Atlantic 
in  Southeastern  Virginia 
This  position  is  key  to  bringing  our  subscriber 
strategy  to  life. 

We're  looking  for  a  collaborative  leader  who 
sees  the  world  through  the  eyes  of  the  cus¬ 
tomer.  Creativity,  innovation,  leadership  and 
marketing  know-how  are  critical. 

The  Acquisition  Manager  will  lead  the  inte¬ 
gration  of  all  of  our  acquisition  compo¬ 
nents. ..from  telemarketing  to  direct  mail  to 
online  to  kiosk  to  door-to-door.  This  demands 
a  balance  of  strategic,  market- 
focused  thinking  with  operational  initiatives 
that  drive  results. 

The  Acquisition  Manager  leads  a  team  of 
front-line  supervisor  and  is  joined  at  the  hip 
with  our  Retention  Manager,  to  be  sure  new 
customers  are  delighted  and  retained.  Both 
of  these  positions  partner  closely  with  our 
Field  operation. 

Our  parent  company.  Landmark  Communi¬ 
cations,  Inc.,  is  a  privately-held  media  com¬ 
pany  with  national  and  international 
interests  in  newspapers;  broadcasting;  cable 
programming;  electronic  publishing;  and 
specialty  media.  Based  in  Norfolk,  Virginia, 
Landmark  employs  more  that  5,000 
people.  For  more  information  about  Land¬ 
mark,  check  out  our  website  at 
www.landmarkcom.com.  Or  look  at  The 
Pilot’s  websites  at  www.PilotOnline.com 
and  www.HamptonRoads.com. 

Interested?  E-mail  Nancy  Lewis,  Circulation 
Marketing  Manager: 

nlewis@pilotonline.com 


CIRCULATION  STATISTICAL  MANAGER 
Florida  daily  newspaper  seeks  a  statistical 
manager  to  join  our  circulation  team.  Re¬ 
sponsibilities  include  the  reporting  and  anal¬ 
ysis  of  all  circulation  statistical  information 
for  the  newspaper  including  preparation  of 
ABC  reports,  daily  press  orders,  and  advance 
order  projections,  and  the  review  of 
all  circulation  marketing  efforts  for  ABC 
compliance  on  rates,  offers,  and  all  other 
information.  Our  statistical  manager  super¬ 
vises  the  press  order  and  ABC  functions, 
and  directs  and  coordinates  the  ABC  annual 
audit.  The  position  works  closely  with  Mar¬ 
keting,  Advertising,  and  Production  depart¬ 
ments. 

Qualifications  include  a  Bachelor’s  degree, 
preferably  in  accounting,  extensive  experi¬ 
ence  in  ABC  reporting  requirements  and 
rules  applications,  and  progressive  manage¬ 
rial  experience.  Above  average  mathematical 
and  analytical  abilities  to  manage  preparation 
of  varied  statistical  reports,  excellent 
interpersonal,  oral  and  written  communica¬ 
tion  skills,  and  PC  skills  in  Excel  and  Microsoft 
Word  required. 

Send  resume  to  Box  2837,  Editor  &  Publisher 
Classified,  770  Broadway,  7th  Floor, 
New  York,  NY  10003. 


CIRCULATION 


CIRCULATION  DIRECTOR 
The  Sarasota  Herald-Tribune  is  seeking  a 
Circulation  Director  to  build  circulation  in  a 
vibrant  Florida  market,  who  has  a  special 
acumen  for  sales  and  marketing,  with 
strong  grounding  in  field  operations,  to  lead 
a  department  of  63  employees  and  350  in¬ 
dependent  carriers.  The  Herald-Tribune  is 
the  largest  paper  in  the  New  York  Times 
Regional  Newspaper  Group  at  107,000 
daily  and  134,000  Sunday.  It  serves  a 
growing,  dynamic  market  on  the  Gulf  Coast 
of  Florida  with  six  zoned  editions  and  a 
24-hour  cable  news  channel.  Sarasota  was 
recently  named  the  “Best  Small  City  in 
America"  and  “Top  10  Places  to  Live”  by 
Money  Magazine.  Letter  of  interest,  resume 
to  Trish  McConnell,  Director  of  Human 
Resources,  Sarasota  Herald-Tribune,  P.O. 
Box  1719,  Sarasota,  FL  34230. 

No  phone  calls,  please 


EDITORIAL 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
vwvw.boonenewspapers.com 


AG  NEWS  REPORTER 

Reporter  for  a  38,500-circ,  family  owned, 
agricultural  weekly  newspaper  based  in  Sa¬ 
lem,  OR.  Capital  Press  covers  agriculture 
and  circulates  in  Washington,  Oregon,  Idaho 
and  most  of  California.  Takes  a  journalistic 
approach  to  stories  of  crop  and  livestock 
production,  regulations,  environmental  pres¬ 
sures.  Job  IS  in  the  home  office,  Salem, 
OR,  and  involves  covering  diverse  Willamette 
Valley  agriculture,  natural  resource 
agencies  In  both  public  and  private  sectors. 
Requirements  for  position:  An  experienced 
news  reporter,  some  experience  with  cam¬ 
era,  knowledge  of  agriculture  and  natural 
resources.  Send  cover  letter,  resume  to: 
Editor  Mike  Forrester,  Capital  Press,  P.O. 
Box  2048,  Salem,  OR  97308.  Fax  (503) 
3704383.  E-mail: 

mforrester@capitalpress.com 
Phone:  (800)  882-6789 

DESK  EDITOR 

VNU,  a  leading  business-to-business  infor¬ 
mation  company  has  a  great  opportunity  for 
a  desk  editor  to  join  its  mediaoriented 
trade  publication.  Ideal  candidate  will  have 
at  least  three  years’  experience  in  news  and 
copy  editing.  Will  rewrite  news  copy  and 
also  copy  edit/proofread.  Must  be  adept  at 
headline/caption  writing,  handling  multiple 
tasks  under  deadline  pressures  and 
working  with  art/production  departments. 
Experience  with  QuarkXPress  preferred. 

Send  resume  with  cover  letter  indicating 
salary  requirements  to: 

VNU  Business  Publications 
770  Broadway,  7th  Floor 
New  York,  NY  10003 
jobs@vnubusinesspublicatonsusa.com 
Fax:  (646)  654-5362 


www.editoranclpublisher.com 
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EDITORIAL 


BUSINESS  EDITOR  i 

The  Sacramento  Bee,  California’s  1 
fastest-growing  major  daily  (310,000  daily,  I 
360,000  Sunday),  is  looking  for  a  business  j 
editor  to  oversee  an  award-winning  staff  of  i 
11  reporters,  two  columnists,  and  a  deputy  j 
business  editor.  This  is  an  unique  opportunity  j 
to  shape  the  business  coverage  in  a  region  -  | 
halfway  between  San  Francisco  and  I 
Lake  Tahoe  -  that  is  growing  and  changing  | 
faster  than  most  readers  can  comprehend.  '\ 
The  successful  candidate  will  have  great  i 
communications  skills,  be  creative  in  his  or  j 
her  approach  to  journalism  and  management,  I 
relish  the  challenges  that  come  with  j 
growth  and  change,  and  have  an  ability  to  , 
set  a  vision  that  other  talented  journalists 
will  follow.  Applicants  should  send  a  cover 
letter,  resume  and  references  to:  Tom 
Negrete,  Assistant  Managing  Editor,  Business 
&  Sports  The  Sacramento  Bee,  P.O.  ! 
Box  15779,  Sacramento,  CA  95852  or  ' 
E-mail  (attachments  OK) 

tnegrete@sacbee.com  i 

CITY  EDITOR:  The  Coshocton  Tribune,  a  daily 
Gannett  paper  in  Central  Ohio,  is  seeking 
a  city  editor  with  strong  editing  and  coaching  i 
skills  to  lead  its  news  team.  This  person  : 
must  be  highly  organized,  able  to  handle 
multiple  tasks  under  pressure  of  deadlines  : 
and  have  a  vision  for  and  commitment  to 
community  journalism.  Apply  to:  i 

Brooky  Brown,  Managing  Editor  j 

Coshocton  Tribune 

P.O.  Box  10,  Coshocton,  OH  43812  ; 

bbrown@nncogannett.com 

C()PY  EDITOR/PAGE  DE^GNER 
The  Daytona  Beach  News-Journal,  a  family- 
owned,  100,000  daily  serving  a  two  county  i 
area  on  Florida's  east  coast,  is  seeking  a  ; 
copy  editor/page  designer  for  the  Night 
News  Desk.  Candidates  should  have  at 
least  five  years  copy  desk  experience  and 
be  skilled  in  page  layout/design/pagination. 
Mail  or  E-mail  a  cover  letter,  resume  with 
references  and  clips  to  Chris  Seymour,  dep¬ 
uty  managing  editor-production,  Daytona 
News-Journal,  P.O.  Box  2831,  Daytona 
Beach,  FL  32120-2831.  E-mail:  i 

chris.seymour@news-jrnl.com 


COPY  EDITORS/PAGE  DESIGNERS:  The  I 
Grand  Island  Independent  is  looking  for  two  j 
copy  editors  to  edit  news  stories  and  i 
design  dynamic  news  pages.  Candidates  i 
must  have  proven  ability  to  edit  and 
improve  news  stories.  Must  be  able  to 
show  expertise  in  designing  exceptional 
pages  using  QuarkXPress  on  a  Macintosh 
system.  Excellent  salary  and  benefits.  To 
apply,  send  resume  and  portfolio  of  10 
pages  immediately  to:  Bill  Dunn,  Editor, 
Grand  Island  Independent,  P.O.  Box 
1208,Grand  Island,  NE  68801-1208.  Or  ' 
send  resume/portfolio  to: 

bdunn@theindependent.com 


EDITORS  AND  REPORTERS  i 

Positions  open  at  Venezuela’s  only  English-  | 
language  newspaper.  Excellent  opportunity  i 
to  develop  on-the-job  skills,  knowledge  of 
Latin  America,  learn  Spanish  and  cover  hot  i 
stories.  Internships,  junior  and  senior  posi-  | 
tions.  E-mail:  ejmata@dj.com.ve.  I 


FREELANCE  EDITOR  for  NY  Black  business  | 
publication.  Send  resume  and  writing  sam-  : 
pies  to  TNJ,  139  Fulton  Street,  Suite  407,  | 
New  York,  NY  10038.  Fax:  (212)  962-3537  | 


EDITORIAL 


FULL-TIME  STAFF  WRITERS 
Escape  the  restrictions  of  mainstream  publi¬ 
cations.  Would  you  like  the  freedom  to  write 
at  length  about  what  really  happened 
instead  of  writing  a  politically  correct  sum¬ 
mary  that  says  nothing?  The  Rhinoceros 
Times  revels  in  political  incorrectness  and 
allows  writers  the  room  to  write.  This  fami¬ 
ly-owned,  conservative  weekly  chain  is 
growing  in  markets  where  mainstream  pub¬ 
lications  are  shrinking,  and  has  openings  in 
Greensboro  and  Charlotte.  Check  out  our 
website  at  www.rhinotimes.com  and,  if  in¬ 
terested,  send  resume  and  clips  to: 

John  Hammer,  The  Rhino  Times 
P.O.  Box  9421,  Greensboro,  NC  27429 

MANAGING  EDITOR 

Agricultural  Weekly:  Managing  Editor  for 
Capital  Press,  a  38,500-circ.  agricultural 
newspaper  that  covers  Oregon, 
Washington,  Idaho  and  two-thirds  of  Califor¬ 
nia.  The  leading  ag  publication  for  much  of 
the  Far  West.  Newspaper  covers  all  farm 
commodities  in  a  traditional  journalistic  ap¬ 
proach.  Capital  Press,  started  in  1928,  is 
owned  by  the  East  Oregonian  Publishing 
Co.,  family  owned.  Managing  editor  reports 
to  the  editor  and  plays  key  role  in  coordinat¬ 
ing  news  coverage  of  16  staff  reporters 
and  photographers,  half  in  Salem,  OR,  and 
half  stationed  in  the  four  states,  plus 
dozens  of  freelance  journalists.  Position  is 
key  in  putting  the  paper  together  for  Thurs¬ 
day  distribution.  Requirements  for  position: 
An  experienced  reporter,  editor,  page  de¬ 
signer  and  manager  with  knowledge  of  agri¬ 
culture  and  natural  resources.  Send  cover 
letter,  resume  to:  Editor  Mike  Forrester, 
Capital  Press,  P.O.  Box  2048,  Salem,  OR 
97308.  Fax  (503)  3704383.  E-mail: 
mforrester@capitalpress.com 
Phone:  (800)  882-6789. 


MOUNTAIN  PARADISE 

Oregon’s  premier  hunting,  fishing  and  arts 
community,  Wallowa  County,  needs  a 
strong  news/editorial  leader  for  award  win¬ 
ning  weekly.  Bring  your  gear,  good  repor¬ 
ting,  writing  and  editing  skills  to  this  mountain 
paradise.  Must  also  be  a  good  leader, 
manager  of  people.  Part  of  a  strong,  family 
owned  newspaper  group,  the  job  includes 
some  writing  for  a  regional  Sunday,  and  full 
online  reader  service.  Minimum  three  years 
management  experience  required.  Profit 
sharing,  401K,  other  benefits.  Send 
resume  and  clips  to  C.K.  Patterson,  P.O. 
Box  2048,  Salem,  OR,  97308,  or: 

ckpat@capitalpress.com 


ANTICIPATED  OPENINGS 
Award  winning,  17,500,  morning  daily  ac¬ 
cepting  resumes  for  anticipated  copy 
desk/news  staff  openings.  Experience  pre¬ 
ferred.  Recent  graduates  (school  paper 
and/or  internship  experience)  considered. 
Send  cover,  resume  and  examples  to:  Man¬ 
aging  Editor  Steve  Miller,  Idaho  State  Journal, 
P.O.  Box  431,  Pocatello,  ID  83204;  or: 
smiller@journalnet.com 


Seeking  a  hands-on  EDITOR  to  lead  small 
newsroom  staff  located  in  Zone  9.  Editing, 
writing,  page  layout  &  QuarkXPress  profi¬ 
ciency  are  required  skills.  Send  resume/clips 
to: 

Box  2838,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 
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EDITORIAL 


NEWS  EDITOR/WRITER  (BUSINESS) 
Investor’s  Business  Daily  in  L.A.  seeks 
!  strong  writer/editor  to  help  produce  a  com- 
I  prehensive  daily  roundup  of  business,  na¬ 
tional  and  world  news.  Position  offers  op¬ 
portunity  to  write  features  as  well  for  the  | 
national  paper  (circulation  270,000-plus), 
j  Three  years  of  news  editing  or  business  re¬ 
porting  preferred,  but  will  consider  training 
!  other  candidates.  Send  resume,  clips  and 
j  cover  letter  to  susan.warfel@investors.com, 
j  or  FAX  to:  (310)  577-7350.  Call  (310) 
448-6373  to  confirm  fax  is  received. 

NIGHT  CITY  EDITOR  ! 

I  The  Knoxville  News-Sentinel,  circulation  j 
I  120,000,  is  on  the  move,  with  a  new  editor, 

'  a  new  S50  million  building  under  construction  ! 
!  and  a  new  design  in  the  works.  Now  | 
S  we’re  looking  for  a  night  city  editor  who  can  I 
j  chase  news,  motivate  reporters  and  make  j 
I  copy  sing.  Send  resume,  work  samples  and 
!  references  to  Tom  Chester,  deputy  managing 
I  editor,  P.O.  Box  59038,  Knoxville,  TN 
j  3795(1-9038,  or  chester@knews.com. 


I  REPORTERS/COPY  EDITORS 

i  The  Tuscaloosa  News  has  immediate  open- 
j  mgs  for  a  general  assignment  reporter,  fea- 
i  tures  reporter  and  copy  editors.  We  are  a  i 
j  38,000-circulation  New  York  Times  Co. 

I  daily  newspaper  that  has  just  been  named 
I  the  most  improved  newspaper  in  the  state 
I  by  the  Alabama  Press  Association.  Send 
I  tear  sheets  and  a  resume.  Reply  immediately 
I  to  Gregory  Enns,  Managing  Editor,  The 
!  Tuscaloosa  News,  P.O.  Box  20587,  ; 

Tuscaloosa,  AL  35402,  (800)  866-6086,  i 
;  ext.  284,  or: 

j  gregory,enns@tuscaloosanews.com 


STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher  of  i 
'  alternative  newsweeklies,  has  immediate  i 
openings  for  experienced  writers  at  its  | 
hard-hitting  papers  in  St.  Louis,  Miami  and  i 
Phoenix.  We’re  looking  for  reporters  who  | 
understand  the  difference  between  maga-  | 
zine-style  reporting  and  the  hurried  fact-find-  j 
ing  of  daily  papers.  The  ideal  candidates  i 
will  have  a  solid  background  in  news  and  be  I 
able  to  create  in-depth,  welkrafted  stories  I 
!  that  explore  the  issues,  events  and  person-  ! 
I  alities  of  their  community.  Fluency  in 
j  Spanish  strongly  preferred  for  Miami  appli- 
I  cants.  New  Times  publishes  magazine-style 
!  weekly  newspapers  covering  local  news, 
politics,  arts  and  music  in  Phoenix,  Denver, 
Miami,  Dallas,  Houston,  San  Francisco,  Los 
Angeles,  Ft.  Lauderdale,  Cleveland,  St.  | 
Louis,  Kansas  City  and  Oakland.  We  offer  } 
competitive  salaries  and  benefits.  Qualified  1 
;  applicants  should  send  cover  letter,  resume 
I  and  clips  to:  ; 

I  Andy  Van  De  Voorde  | 

Executive  Associate  Editor  j 

New  Times  ! 

P.O.  Box  5970,  Denver,  CO  80217 

,  THE  KEENE  SENTINEL 

I  www.sentlnelsource.com  -  award-winning 
i  daily  in  SW  NH,  seeks  candidates  for  pool 
j  of  6  local  news  reporters  in  newsroom  of 
26  journalists.  Cover  letter,  resume,  5  clips  ! 
to  Mary  Allen,  local  news  editor,  P.O.  Box 
546,  60  West  Street,  Keene,  NH  03431; 
mea@keenesentineLcom;  (603)  352-1234. 
Enterprise  a  must.  Training  guaranteed.  j 


EDITORIAL 


SPORTS  EDITOR 

The  Sun  Herald,  an  innovative  Knight  Ridder  j 
newspaper  located  on  the  beautiful  Missis-  f. 
sippi  Gulf  Coast,  is  seeking  a  sports  editor  5 
who  is  an  excellent  coach,  planner  and  lead¬ 
er.  This  person  would  oversee  a  talented 
team  of  seven  people  in  covering  an  NFL  j 
team,  NBA  team,  college  and  high  school 
teams,  golfing,  fishing,  hunting,  recreational 
sports  and  semi-pro  teams.  This  is  a  true 
sports  market  where  the  right  editor  can 
excel  in  producing  a  compelling  section 
daily.  Candidates  should  have  at  least  5 
years  of  journalism  experience.  Supervisory 
experience  preferred.  Send  resume  and 
work  samples  to  Dorothy  P.  Wilson,  managing 
editor,  205  DeBuys  Road,  Gulfport,  MS 
39507;  or  dwilson@sunherald.com. 


FINANCE 


FINANCE  DIRECTOR:  20,000-Kdaily  newspa¬ 
per  in  beautiful  southwest,  responsible  tor 
all  accounting  functions.  Supervision  of  ac 
counting  staff,  GL,  Sub  ledger,  account  rec¬ 
onciliation,  tax  and  government  filings,  report 
generation,  budgeting.  Must  have  accounting 
degree,  minimum  5  years  related 
work  experience  and  proficient  in  Microsoft 
Office  Suite.  FT  with  excellent  benefits.  Re¬ 
sumes  to:  Ms.  Mary  Davis,  Benefits 
Manager/Human  Resources,  1560  Broad¬ 
way,  Suite  2100,  Denver,  CO  80202. 


INFORMATION  SYSTEMS 


CIRCULATION  INFORMATION 
SYSTEMS  MANAGER 

Immediate  opening  for  top  circulation  soft¬ 
ware  manager/analyst.  Responsibilities  at 
this  daily  newspaper  include  coordination  of 
all  circulation  computer  systems  and  tech¬ 
nology  projects,  data  management,  training 
of  users  and  data  analysis. 

Successful  candidate  must  be  able  to  extract 
data,  create  reports,  compile  data, 
provide  analysis  and  recommend  appropriate 
actions  for  the  areas  of  sales,  subscriber 
trends  and  customer  service.  Expected 
to  improve  workflow;  coordinate  software, 
technology  and  upgrades  installations;  trou¬ 
bleshoot  system  problems  and  design  solu¬ 
tions;  ensure  data  integrity  by  establishing 
user  procedures,  providing  training  and  au¬ 
diting  user  performance;  understand  and 
enhance  financial  processing  in  the  system 
and  maintain  a  thorough  knowledge  of  circu¬ 
lation  and  company  objectives.  This  position 
requires  effective  and  constructive  interface 
with  the  computing  services  and 
business  departments. 

Preferred  requirements:  BS  in  Computer 
Science  or  equivalent  experience,  3  years 
circulation  experience,  experience  with  Ora¬ 
cle  and  Crystal  software,  knowledge  of  DSI 
circulation  software  a  plus. 

Mail  or  e-mail  (sorry,  no  phone  calls,  please) 
resume  and  cover  letter  with  salary  require¬ 
ments  to:  Shane  Fox,  Circulation  Director,  Co¬ 
lumbia  Daily  Tribune,  101  N.  4th 

Street,  Columbia,  MO  65201.  E-mail: 
asfox@tribmail.com. 

EOE/Drugfree  Workplace. 


Call  us  about  our 
low  contract  rates! 

(888)  825-9149 


www.editorandpublisher.com 
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_ MAILROOM _ 

ASSISTANT  MAILROOM  MANAGER  with  ex¬ 
perience  for  daily  newspaper  in  Athens,  GA 
to  manage  part-time  crews  and  operate 
mailroom  equipment  at  night.  High  School 
graduate  with  some  college  or  tech  school 
preferred;  1-h  years  supervisory  experi¬ 
ence.  Excellent  pay  and  benefits.  Fax  to 
(706)  559-7100;  gac@onlineathens.com  or 
P.O.  Box  912,  Athens,  GA  30603.  EOE 


_ NEW  MEDIA _ 

NEW  MEDIA  COORDINATOR 
mini  Media 

Join  our  students  and  professional  staff  at 
mini  Media  in  producing  award-winning 
media  for  the  University  of  Illinois  campus 
and  the  Champaign-Urbana  community. 
We’re  hiring  a  New  Media  Coordinator  to 
oversee  the  daily  and  long-term  operations 
of  our  online  sites,  tech  support  staff,  com¬ 
pany  communications,  digital  video  group, 
and  other  exciting  new  media  projects. 
Successful  applicant  will  be  enthusiastic, 
creative,  Mac  and  web  savvy,  and  have  fan¬ 
tastic  communication  skills.  We  offer  an  en¬ 
ergetic  environment,  fantastic  co-workers, 
flexible/creative  schedules,  great  benefits 
and  educational  opportunities.  Position  is 
currently  open;  applications  due  by  June 
28th. 

Direct  resume  or  questions  to:  Mary  Cory, 
mini  Media  Company,  57  E.  Green  Street, 
Champaign,  IL  61820.  E-mail  to: 

marycory@illinimedia.com 


_ PHOTOGRAPHY _ 

FEATURES  PICTURE  EDITOR 
We  value  visual  storytelling.  We  recognize 
the  visceral  impact  of  photos.  The  News  & 
Observer  in  Raleigh  needs  an  articulate, 
creative,  intuitive  picture  editor.  You’ll  work 
with  copy  editors,  designers  and  assigning 
editors  on  13  features  sections,  including 
Sunday  Journal,  a  section  that  celebrates 
documentary  photo  essays.  We’re  1 70,000 
circulation  daily;  210,000  Sundays.  See: 
www.newsobserver.com/visualjournalism 
Send  your  resume,  references  and  editing 
samples  with  a  cover  letter  outlining  your 
desires,  strengths  and  needs  to: 

Picture  Editor 

c/o  Melanie  Sill,  Executive  Editor 
The  News  &  Observer 
215  South  McDowell  Street 
Raleigh,  NC  27601 


_ PRESSROOM _ 

Experienced  PRESSPERSON  needed  to  run 
newspaper  press.  Minimum  five  years  expe¬ 
rience  in  quality  printing  on  Goss 
Community  or  Urbanite.  Competitive  salary, 
excellent  benefit  package.  Send  Resume 
with  work  history  to:  Gary  Messner, 
TimesDaily,  P.O.  Box  797,  Florence,  AL 
35631.  E.O.E. 


PLANT  MANAGER 

Seeking  self-motivated  individual  who  will  be 
responsible  for  our  press  and  distribution 
center.  Minimum  ten  years  experience  in 
production  and  management,  a  background 
in  commercial  printing,  and  excellent  com¬ 
munication  skills  are  essential.  Submit 
resume  to  Plant  Manager  Candidates,  The 
Monroe  Evening  News,  P.O.  Box  1176, 
Monroe,  Ml  48161,  or  E-mail  to: 

men@monroenews.com 


-HELP  WANTED- 


i  _ PRESSROOM _ 

I  GROUP  PRODUCTION  FACILITY  MANAGER  : 
i  wanted  to  manage  Wick  Communications’  ' 
I  printing  operation  on  the  “Northshore"  of  : 
i  New  Orleans.  We  publish  two  dailies,  two 
semi-weeklies,  and  more  in  this  group  facility. 
Need  a  top-notch  production  manager  | 
to  make  it  operate  efficiently  and  help  it  '■ 
grow.  Good  staff  but  need  a  strong  leader,  j 
Willing  to  pay  to  get  right  person,  plus  ex-  | 
cellent  benefits,  bonus  plan  and  more.  Con-  j 
i  tact  Will  Chapman,  Group  Manager, 

I  (337)  365-6773  or  E-mail: 
j  will.chapman@wickcommunicatlons.com 


NIGHT  PRESS  OPERATION  MANAGER  ! 

15  Unit  Goss  Urbanite  Daily  Newspaper.  Ex-  I 
perience  required.  Contact  Steve  McManus  - 
with  experience  and  salary  requirements.  ; 
We  are  a  “drug  free  workplace";  pre-env  ; 
ployment  drug  testing  required.  Reply:  ! 

bucanay@sunline.net 
i  23170  Harborview  Road 

Charlotte  Harbor,  FL  33980 
I  Or  (941)  206-1417 

'  PRESS  OPERATOR 

'  Opening  for  experienced  operator  who  is 
’  ready  for  growth  opportunity  including  su- 
i  pervision.  Award-winning  commercial  plant  ; 
I  with  four  Harris  V-15  Presses.  Three  day, 

I  12-hour  shifts.  Air  conditioned.  401(k)  and  ' 
\  more.  Call  Art  or  John  or  send  resume  to: 

;  P&P  Press,  6513  Galena  Road.  Peoria,  IL 
'  61614.(309)691-8511. 


PRESSROOM  MANAGER 
The  Louisville  Courier  Journal  is  seeking  a 
Pressroom  Manager.  The  successful  candi¬ 
date  will  design  and  coordinate  installation 
of  a  new  KBA  Colora  18  tower.  21  reel 
press. 

This  individual  will  also  select,  schedule,  co¬ 
ordinate  and  monitor  installation  of  all  auxil¬ 
iary  equipment,  such  as  ink  tanks,  fountain 
solution  systems,  blanket  wash  systems, 
etc.  In  addition,  will  be  responsible  for  se¬ 
lecting,  coordinating  and  monitoring  installa¬ 
tion  of  automatic  newsprint  roll  handling 
equipment. 

Responsibilities  will  also  include  scheduling 
training  of  press  operators,  evaluating  train¬ 
ing  programs,  and  implementing  final 
testing  procedures.  Will  schedule  training  of 
machinists,  electronic  techs  and 
electricians,  as  well  as  coordinating  a 
loaner  program  to  provide  assistance 
during  transition  from  the  current  press 
lines  to  the  new  facility. 

After  the  press  is  operational  in  2004,  the 
position  responsibility  will  be  to  monitor 
day-to<lay  operation  of  the  news  press  facil¬ 
ity  and  newsprint  handling.  This  will  include 
print  quality,  newsprint  waste  containment, 
press  maintenance,  operational 
performance  and  daily  operating  expenses. 
Individuals  interested  in  this  important  and 
exciting  opportunity  should  contact  Gary 
Hughes  (703)  854-6659  or  Michael 
Przybylek  (502)  5824772. 


“Making  the  simple  complicated  is 
commonplace:  making  the  compli-  I 
cated  simple,  awesomely  simple,  | 
that’s  creativity.”  ! 

-  Charles  Mingus  | 


PRESSROOM 


PRESSROOM  MANAGER 
East  coast  daily  newspaper  is  seeking  a 
Pressroom  Manager  to  oversee  the  entire 
printing  operations.  The  ideal  candidate 
must  have  demonstrated  strong  people  and 
leadership  skills,  a  good  problem  solver 
and  someone  who  can  build  a  team.  We  offer 
a  competitive  salary  and  comprehensive 
benefit  package  including  401(k).  Please 
forward  cover  letter  and  resume  to: 

Box  2792,  Editor  &  Publisher  Classified 
770  Broadway.  7th  Floor 
New  York,  NY  10003 


PRODUCTION/TECH 

PACKAGING  CENTER 
ASSISTANT  MANAGER 

The  Journal  News,  a  Gannett  newspaper,  is 
looking  for  a  candidate  with  4-i-  years  news¬ 
paper  packaging  center  experience  to  assist 
manager  in  meeting  daily  publication 
deadlines.  The  successful  candidate  must 
be  able  to  oversee  entire  operation,  meet 
constant  deadlines,  and  assist  with  depart¬ 
ment  budgeting.  He/She  should  have  exceF 
lent  people  skills  and  be  PC  literate. 

The  Journal  News  offers  competibve  salaries 
and  generous  benefits  including 
pension  and  401(k)  plans.  We  welcome  di¬ 
versity  and  pre-employment  drug  testing  is 
required.  For  consideration,  please  E-mail: 
mkervick@gannett.com 
or  forward  resume  to: 

The  Journal  News 
Human  Resources  Recruitment 
One  Gannett  Drive 
White  Plains,  NY  10604 
Fax:  (914)  696-8174 


“Happiness  lies  in  the  joy  of 
achievement  and  the  thrill  of 
creative  effort.” 

-  Franklin  Delano  Roosevelt 


PRODUCTION/TECH 

MAINTENANCE  MANAGER 
The  Cincinnati  Enquirer,  a  Gannett  newspa¬ 
per,  is  seeking  an  experienced  manager  to 
lead  our  Electrical  Mechanical  Department. 
The  qualified  candidate  will  be  responsible 
for  maintaining  all  machinery,  equipment 
and  plant  services.  This  position  reports  to 
the  Production  Director.  Duties  include: 
•Work  with  maintenance  supervisors  to 
prioritize,  assign  and  schedule  work 

•  Administer  the  contracts  of  outside  service 
venders 

•  Develop,  train  and  motivate  employees  to 
enhance  productivity 

•  Determine  and  recommend  equipment 
and  systems  improvement 

•  Budget  Management 

•  Assist  in  meeting  production  goals 
(on-bme,  quality  and  waste  reduction) 

The  ideal  candidate  should  have  at  least  5 
years  experience  in  printing  plant  mainte¬ 
nance.  Experience  with  or  knowledge  of 
Goss  Metro  presses  desired.  Must  be 
willing  to  work  some  evenings,  weekends 
and  holidays.  Position  offers  a  competitive 
salary  and  comprehensive  benefit  package. 

If  you  meet  the  above  requirements  and  are 
interested  in  applying,  please  mail  your  re¬ 
sume  to  the  address  below,  or  fax  to  (513) 
7688210,  or  E-mail  it  to: 

hr@enquirer.com 
The  Cincinnab  Enquirer 
Attn:  Human  Resources 
312  Elm  Street 
Cincinnati,  OH  45202 


PRODUCTION  DIRECTOR 
Innovative  thinking  is  needed  at  a  new 
42,000  square-foot  press  and  packaging  fa¬ 
cility  in  Western  PA.  The  facility  will  produce 
two  daily  products  and  a  variety  of  other 
publications.  Press,  packaging  and  computer 
background  required.  We  are  part  of 
CNHI,  the  nation’s  fastest  growing  newspaper 
company  and  offer  competitive  salary, 
benefits  package  and  performance  incen¬ 
tives.  Send  resume  to  Max  Thomson,  pub¬ 
lisher,  New  Castle  News,  P.O.  Box  60,  New 
Castle,  PA  16103. 
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-POSITIONS  WANTED- 


ADMINISTRATIVE 


TROUBLE?  Veteran  publisher  with  good 
track  record  and  strengths  in  both  news 
and  advertising,  seeks  equity  position  or  at¬ 
tractive  incentive  to  turn  around  your  strug¬ 
gling  weekly  to  mid-size  daily.  If  I  can’t  restore 
or  increase  profitability,  you  don’t 
have  to  pay  me.  Experience  in  competitive 
markets  with  large  and  small  groups. Please 
respond  to: 

Box  2803,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADVERTISING 


NEED  A  REP  to  cover  zone  three  or  more? 
Pro  with  ad  sales/management  experience 
with  dailies,  weeklies,  special  interest  and 
yellow  pages,  Lloyd  Leitstein: 

(804)  382-9220  or  lleitstein@aol.com 


CIRCULATION 


CIRCULATOR:  Experienced,  mature  profes¬ 
sional  seeks  short  or  long  term  opportunity 
in  New  York.  Phone/Fax  (631)  588-2735 


EDITORIAL 


CREATIVE  THINKER  SEEKS  EDITING  ROLE 
Our  purpose  is  to  serve  the  public  interest 
through  timely,  relevant,  incisive  and  sub¬ 
stantive  coverage  of  significant  events  and 
complex  issues,  and  to  present  the  news  in 
a  vibrant  and  visually  appealing  fashion.  We 
encourage  intellectual  diversity,  creativity 
and  innovation  in  our  newsroom  and  we  em¬ 
brace  the  rich  tapestry  of  diverse  back¬ 
grounds  and  perspectives  in  our 
community.  In  the  pursuit  of  excellence,  we 
strive  to  engage  the  minds  of  our  readers 
and  to,  at  times,  touch  their  hearts.  We 
place  a  heightened  emphasis  on  fostering  a 
deep  and  abiding  public  trust.  We  aspire  to 
expand  and  enhance  our  role  as  a  vital 
force  and  voice  in  the  community.  We  chal¬ 
lenge  ourselves  to  strengthen  our  connection 
to  our  readers  by  being  more  responsive  and 
more  proactive,  and  by  intensifying 
the  hard  news  edge  and  immediacy  of  the 
news  we  present.  We  pledge  to  do  so  with 
passion  and  journalistic  integrity. 

If  this  mission  statement  I  wrote  last  year 
for  a  Gannett  Co.  newspaper  strikes  a  reso¬ 
nant  note,  then  we’ve  already  made  a  con¬ 
nection. 

I’m  a  journalist  with  a  strong  reporting  back¬ 
ground,  and  a  deep  interest  in  newsroom 
leadership. 

My  experience  includes  more  than  a  decade 
with  the  New  York  Times  Regional  Newspaper 
Group’s  Sarasota,  FL,  newspaper,  several 
years  with  Gannett  Co.,  Inc.  in  Westchester 
County,  New  York  and  Brevard 
County,  Florida,  several  months  as  an  AP 
Newswoman  in  Atlanta,  some  college 
stringer  and  internship  work  in  Massachu¬ 
setts,  and  limited  training  in  television  re¬ 
porting. 

You  may  view  my  resume  at: 

http://liometown.aol.com/ 

patriciawalshl3/resume.html 
I’m  seeking  a  high-impact  print,  wire  or 
online  editing  position  in  the  United  States. 
If  you  would  like  to  explore  the  possibilities, 
or  simply  to  share  your  own  mission  state¬ 
ment,  please  contact  me  at: 

PatriciaWalshl3@aol.com 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 


Tuesday  at  noon  (EST)  for  the  next  Monday’s  issue. 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 

1  week . $13.25 

2  weeks . $12.30 

3  Weeks . $10.85 

4  weeks . $  9.15 

12  weeks . $  8.75 

26  weeks . $  7.80 

39  weeks . $  7.50 

52  weeks . $  7.15 

BLIND  BOXES:  $25  per  insertion:  counts  as  additional  line  copy. 


ALL  OTHER  CLASSIFICATIONS 

1  week . $12.10 

2  weeks . $10.65 

3  Weeks . $  9.30 

4  weeks . $  8.00 

12  weeks . $  7.00 

26  weeks . $  6.20 

39  weeks . $  5.80 

52  weeks . $  5.45 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $144 

12  weeks  . 

.  $  112 

2  weeks  . 

.  $131 

26  weeks  . 

.  $  107 

3  Weeks  . 

.  $124 

39  weeks  . 

.  $  101 

4  weeks . 

.  $120 

52  weeks  . 

. $  95 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MICHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  U.S.) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 

mgolden@editorandpublisher.com 


E&P'S  CU\SSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 
www.editoraiulpublislier.coiii 


“The  Future  is  called  “perhaps,” 
which  is  only  possible  thing  to 
call  the  future.  And  the  impor¬ 
tant  thing  is  not  to  allow  that  to 
scare  you.” 

-Tennessee  Williams 


@  visit  our  website 
www.editorandpubiisher.com 


EDIT0R£!3’ 

PUBLISHER  ANNUAL  DIRECTORIES 

Order  Your  Editions  Now! 

You'll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
International  Year  Book,  the  encyclopedia  of  the  newpoper  industry.  Part  1  provides  the  most 
up-to-date  data  on  U.S.,  Canadian  and  foreign  dailies...news,  picture  and  syndicated  services... 
equipment/interactive  companies  end  more!  Part  2  covers  community,  specialty  and  free  publications. 

And  Part  3  is  a  phone  directory  of  all  the  major  players  in  both  doily  and  non-daily  papers. 

Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
Editor  &  Publisher  Market  Guide,  the  only  reference  with  both  quantitative  and  qualitative  data, 
including  cost  of  living,  crime  and  quality  of  life  indices...graduation  levels...housing  ond  rental  rates... 
relocation  information...exclusive  economic  and  demographic  projections  and  much  morel 

INTERNATIONAL  YEAR  BOOK  NOW  AVAILABLE  ON  CD-ROM.  For  faster 
service  or  for  information  on  our  CD-ROMs,  call  1-888-612-7095. 


Recycled  Paper 


EDITORef 

PUBLISHER 


_IYES!  Please  rush  my  order  of  the  iditor  &  Publisher  Inlernathnal  Year  Book  in  the  format  and  version  I  hove  chosen. 

Nome _ Yoer  Business  (Check  one  totegori 

1.  J  Newspaper  17.JPubli 

2.  J  Newspaper  then 

fnmpnny  _ _ _  Equip.  Mfr.  18.  J  Real 

3.  J  Syndicate/  20.  J  Food 

Address  — _  News  Service  WhIs 

4.  J  Ad  Agency  21.Jlnsui 

Cfy -  State - Zip -  5.  J  Public  Relations  22.JMedi 


QTY: 

)  3-Volume  Set;  S205  eoth 
)  Volumes  1  &  3;  SI  55  for  both 
) Volume!  only: $130 each 
)  Volume  2  only:  SI  1 5  each 
)  Volume  3  only:  $55  each 
)  CD-ROM  version  of  the 
nternational  Year  Book  $895 
Purchase  includes  Vols.  1  &  3  of 
ie  printed  edition). 

For  CD-ROM  informolion,  coll 
1-800-336-4380  ext.  I. 


J  Check  Amount  Enclosed  $ _ 

(Payable  to  Editor  A  PubBsher  Year  Book  in  US  dollars  only. 

All  orders  shipped  outside  U.S.  and  Canodo.  pleose  oM  ^5) 

Charge  my:  JVISA  JMC  JAMEX 

Account# _ Exp.  Dote _ 

Signature _ 

Phone  # _ 

Fox# _ 

Payment  must  ocrompony  oil  orders.  CA,  CO,  DC,  FI,  GA,  IL,  MA,  MO,  NV, 

NY,  OH  ond  TX  residents,  please  odd  oppropnole  sol«  lox.  Conrida  resi¬ 
dents,  please  odd  GST.  No  shipping  to  r.O.  ooxes.  All  CD-ROM  soles  ore  linol 


Your  Business  (Check 

1.  J  Newspaper 

2.  J  Newspaper 

Equip.  Mfr. 

3.  J  Syndicate/ 

News  Service 

4.  J  Ad  Agency 

5.  J  Public  Relations 

firm 

6.  J  Legal  firm 

7.  J  Government 

8.  J  Mfr.  -  General 

9.  J  Mfr.  -  Auto 

&  Truck 

10.  J  Mfr.  -  Food 

11.  J  Service  Industry 

12.  J  University/ 

Public  Library 

13.  J  Financial 
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TECHNOLOGY 


Old  names  in  American  prepress  and  press  still  on  top  Down  Under 

BY  JIM  ROSENBERG 

A  DAILY  BUYS  AN  AtEX  FRONT-END  SYSTEM  AND  A  Gk)SS 

press.  The  most  ordinary  transactions  —  20  years 
ago.  Times  may  change  and  fortunes  may  fade,  but  at 
least  one  paper  is  sticking  with  what  worked,  an¬ 
nouncing  two  such  buys  within  weeks  of  each  other. 
The  merchandise,  however,  shows  just  how  much  the  vendors’ 
businesses  and  technologies  changed  from  the  early  1980s,  when 
most  knew  them  as  the  industry’s  two  top  brand  names,  to  the  turn 
of  the  century,  when  some  saw  only  a  couple  of  four-letter  words. 


Like  so  many  other  dailies,  The  Border 
Mail  in  Australia  has  relied  on  an  Atex 
Jn-based  system  long  past  its  prime. 

Unlike  so  many  other  Atex  Media  Solutions 
customers,  especially  larger  ones,  it  went 
back  to  Atex  for  its  next  newsroom  system. 

And  unlike  other  Goss  Urbanite  users 
shopping  for  their  next  presses,  the  27,000- 
circulation  daily  in  Wodonga,  New  South 
Wales,  didn’t  look  at  other  manufacturer’s 
machines  or  even  at  Goss’  popular 
singlewide  presses.  It  bought  Goss’  first 
single-circumference  doublewide  design. 

Something  else  was  different  this  time 
around:  The  basis  of  the  Atex  system  is 
software  originally  written  in  England;  the 
Goss  press  is  a  French  factory’s  product. 

Border  Morning  Mail  Pty.  Ltd.  installed 
an  Atex  Prestige  evaluation  system  at  its 
smaller  Twin-Cities  Post  in  October. 

Pleased  with  the  client-server  system  there, 
it  replaced  the  Jll  system,  which  dates  from 
1983.  Training  begins  this  week  on  the  new, 
36-seat  system,  which  includes  Quark¬ 
XPress-based  Atex  Press2Go  for  layout  and 
uses  Atex  NT  Architect  for  edition  plan¬ 
ning.  The  paper  hopes  to  take  the  system 
into  full  production  by  late  July,  according 
to  Production  Director  Rob  Lappin. 

Combining  desktop  applications  such  as 
XPress  and  Microsoft  Word  with  Atex  edi- 


Blanket 
cylinders  on 
the  Uniliner  S  are 
twice  the  circumfer¬ 
ence  of  plate  cylinders. 

torial  and  pagination  software,  and  relying 
on  a  standard  relational  database  to  track 
changing  content.  Prestige  provides  editing, 
pagination,  and  content  management. 

Border  Mail  CEO  Tony  Whiting  antici¬ 
pated  a  “fairly  easy  transition”  for  staffers, 
who,  he  said,  are  already  accustomed  to 
Xpress  and  the  flexible  work  flow  expected 
of  the  system.  Atex  Australia  Managing  Di¬ 
rector  Mike  Garland  noted  the  installation 
makes  for  an  all-Atex  site,  where  the  edito¬ 
rial  components  join  Atex  Classified  Pagi¬ 
nation  and  Enterprise  advertising  systems. 

One  of  Australia’s  few  independent  re- 


gionals,  and  still  run  by  its  founding  family, 
the  award-winning  six-day  tabloid  will  see 
during  its  2003  centennial  a  Goss  Uniliner 
S  go  up  alongside  an  expanded  Goss  Ur¬ 
banite  at  a  3-year-old  pressroom  enlarged 
by  5,400  square  feet.  Because  it  will  be  the 
first  Uniliner  S,  said  Lappin,  “we  want  to 
see  how  well  that  goes”  before  adding  more 
towers  and  another  folder  in  the  staged 
project.  He  estimated  an  initial  investment 
of  $7.5  million,  with  the  total  exceeding 
$11.5  million  at  the  project’s  conclusion. 

The  two-around  singlewide  Urbanite 
(with  three  satellite  units)  will  be  joined  by 
a  shaftless  one-around  doublewide  Uniliner 
S  (four  four-high,  open-fountain  towers 
over  six  two-arm  Megtec  reelstands,  2:3:3 
jaw  folder  with  quarterfolder  and  stitcher, 
three-desk  Goss  OCPS  press  controls)  able 
to  print  up  to  96  tabloid  pages,  32  in  full 
color,  or  64  tabloid  pages,  all  in  full  color. 

Thought  of  as  straight-only  designs 
because  their  plate  cylinders’  circumference 
accommodates  only  one  broadsheet  page, 
each  of  a  cylinder’s  four  page  positions  can 
of  course  carry  two  transversely  plated 
tabloid  pages.  But  production  in  collect 
mode  remains  impossible,  said  Lappin, 
without  a  collecting  folder. 

Built  in  Nantes,  France,  the  Uniliner  S 
employs  narrow-slot  plate  lockups  and  two- 
around  blanket  cylinders.  Lappin  especi¬ 
ally  appreciated  support  by  two  sets 
of  eccentrics  to  prevent  plate  cylin¬ 
der  deflection.  Rated  at  up  to 
^  70,000  copies  per  hour,  the  press 

can  be  built  for  webs  as  wide  as  66 
inches.  The  two-around  Uniliner  was 
designed  to  print  Berliner-format  tabloids. 
^  Lappin  said  though  his  paper  rated 
the  Goss  Universal  70  highest  among 
various  semiconrunercial  singlewides, 
it  did  not  offer  the  desired  flexibility. 
Borrowing  from  the  well-received  Univer¬ 
sal  and  top-of-the-line  Colorliner,  he  said, 
“This  press  took  the  best  of  both  worlds”  in 
terms  of  color  quality  and  throughput. 

According  to  Goss,  the  new  press’  ink 
keys  will  self-adjust  to  raster  image  proces¬ 
sor  data,  and  an  ISDN/Intemet  link  with 
Europe  will  provide  online  diagnostics. 

Though  the  press  will  give  the  paper 
almost  60%  more  color,  growing  conuner- 
cial  work,  including  long-term  contracts 
with  noncompeting  customers,  led  to  the 
project  and  made  the  Uniliner’s  speed, 
quality,  and  four-page  increments  attrac¬ 
tive,  according  to  Whiting.  Those  contracts, 
he  told  his  paper,  “will  underwrite  our  press 
development  for  the  next  10  years.”  11 
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Like  the  Florida  Citrus  Bowl,  Orlando’s  ad  market  is  juicy  —  $469.61  million  in  2000  alone. 

Tourism  de  force  in  Florida 


‘The  Mouse  That  Scored’  just  can’t  wait  to  let  the  good  times  roll 

BY  EILEEN  DAVIS  HUDSON 

Tourism,  the  backbone  of  the  Orlando-Daytona 
Beach-Melbourne,  Fla.,  market,  has  suffered  as  a 
result  of  the  recession  that  began  last  spring  and 
the  fears  about  air  travel  that  followed  the  Sept.  11 
terrorist  attacks  on  America. 

The  Walt  Disney  Co.,  the  largest  employer  in  the  Orlando 
market  with  approximately  54,000  workers,  was  hit  hard  as 
tourism  fell  dramatically  in  the  aftermath  of  the  attacks. 


In  fact,  Disney  reported  an  8%  decline 
in  revenue,  to  $1.5  billion,  for  its  entire 
Parks  and  Resorts  division  in  its  2002 
fiscal  year’s  second  quarter,  which  ended 
March  31.  The  company  blamed  the 
results  on  lower  attendance,  guest 
spending,  and  hotel  occupancy  at  the 
Walt  Disney  World  Resort  (in  Lake 


Buena  Vista,  Fla.)  and  lower  guest 
spending  at  Disneyland  (in 
Anaheim,  Calif.).  “We’re  certainly 
not  at  the  same  levels  as  we  were  a 
year  ago,  but  we’re  seeing  strong 
signs  that  this  is  going  to  be  a  good 
summer,”  said  Disney  spokeswoman 
Jacquee  Polak.  She  added  that  the 


company  is  not  planning  any  more 
layoffs,  has  restored  the  work  hours  of 
any  staffers  whose  hours  were  reduced 
as  part  of  voluntary  reductions,  and  has 
opted  not  to  raise  ticket  prices  at  the 
parks  this  year. 

During  the  winter  holiday  season, 
Disney  ramped  up  its  advertising  efforts 
throughout  Florida  and  in  neighboring 
Georgia  and  Alabama  to  attract  more 
park  visitors  who  live  within  driving 
distance  of  Orlando.  The  effort  helped 
generate  a  solid 
rebound  in 
business.  “We 
were  forced  to 
close  the  Magic 
Kingdom 
[at  one  point] 

because  attendance  was  so  strong,”  said 
Bob  Jimenez,  a  Disney  representative. 

While  Nielsen  Media  Research 
classifies  this  as  the  Orlando-  Daytona 
Beach-Melbourne  market  (ranked  20th 
in  the  nation),  the  three  cities’  main  daily 
newspapers  —  the  Orlando  Sentinel,  the 
Daytona  Beach  News-Journal,  and 
Florida  Today  in  Melbourne  —  don’t 
really  see  themselves  as  direct 
competitors  in  central  Florida. 

Still,  the  Tribune  Co.’s  Orlando 
Sentinel  is  the  dominant  paper  in  the 
market.  Bucking  the  national  trend  for 
metropolitan  dailies,  the  paper’s 
circulation  has  been  on  an  upswing.  Its 
average  circulation  for  the  six  months 
ended  March  31  was  265,365  daily  and 
387,728  Sunday  —  rising  1.69%  and 
1.34%,  respectively,  year  over  year  — 
according  to  the  latest  Audit  Bureau  of 
Circulations  (ABC)  FAS-FAX  report. 

The  Sentinel  has  been  vocal  in  a  fight 
against  the  so-called  “Dale  Earnhardt 
Law,”  passed  in  Florida  after  the  death  of 
the  auto-racing  superstar  at  the  Daytona 
500  on  Feb.  18  last  year.  The  Sentinel  had 
sued  for  access  to  Earnhardt’s  autopsy 
photos  as  part  of  an  investigation  into 
racing  safety,  but  later  reached  a 
settlement  with  the  Earnhardt  family  to 
allow  an  independent  medical  expert  to 
view  the  photos  and  write  a  report  on  the 


AD  SPENDING  BY  MEDIA 

ORLANDO 

JAN.-DEC.  2000  JAN.-DEC.  1999 
Newspaper  $248,012,890  $228,193,640 

Spot  TV  $221,595,629  $192,736,663 


Total 


$469,608,519  $420,930,303 


Source:  Nielsen  Monitor-Plus  2001 
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cause  of  death.  Shortly  thereafter,  the 
state  Legislature  hastily  created  an 
exemption  in  Florida’s  public-records 
law  —  among  the  best  in  the  country  — 
that  prohibits  the  release  of  autopsy 
photos,  unless  a  judge  deems  there  is 
just  cause  to  allow  it. 

The  Sentinel  filed  a  constitutional 
challenge  in  Broward  County  after  the 
law  passed.  Its  Tribune  sibling  paper,  the 
South  Florida  Sun-Sentinel  in  Fort 
Lauderdale,  The  Tampa  Tribune,  and  the 
New  York  Times  Co.  all  joined  the 
Sentinel  in  the  case  —  and  a  ruling  is 
expected  any  day.  “We  feel  the  law  is 
patently  unconstitutional,”  said  Sentinel 
Vice  President  and  Editor  Tim  Franklin. 
“It  puts  the  judge  in  the 
role  of  editor.”  The  NEWS! 

Sentinel  also  has  been  THE  A 

active  on  several  other  .  .  ^ 

_  Orange  Count] 

matters  concerning  ^3, 

public-record  access.  Osceola  Court 

In  April,  the  Sentinel  Orbndo  Sefi 

completed  the  second  Seminole  Coui 

phase  of  its  redesign.  Orlando  Set 

Among  recent  changes,  the  fiagier  Count) 
paper  added  two  new  Daytona  Be* 

pages  to  its  local  section.  ^  Florida 

One  page  is  a  roundup  of  Orlando  Set 

central  Florida  news.  Pre-  Volusia  Count) 

viously,  these  stories  would 
appear  only  in  regionally  PreMrd  Court 

zoned  editions.  The  other  nondafZ 

page  is  devoted  to  news  Orlan^  Set 

from  around  the  state.  The  Press  Joum 

paper’s  features  section,  source:  Audit  Bi 

renamed  “Life  &  Times,” 
now  runs  seven  days,  up  from  six,  and 
its  daily  business  section  was  redesigned 
and  expanded. 

Last  August,  the  Sentinel  launched  El 
Sentinel,  a  free  weekly  bilingual 
newspaper,  and  elSentinel.com,  a 
companion  Web  site.  Ashley  Allen,  a 
spokeswoman  for  Orlando  Sentinel 
Communications,  said  both  English  and 
Spanish  are  used  in  El  Sentinel  because 
most  Hispanics  in  the  market  are 
bilingual.  The  paper  is  produced  by  the 
Orlando  Sentinel  staff,  including  the 
parent  paper’s  news  bureau  in  San  Juan, 
Puerto  Rico.  El  Sentinel  has  a  distribution 
of  about  48,000  via  home  delivery  and 
another  12,000  on  newsstands.  The 
paper,  published  Saturday  mornings, 
circulates  in  Orange,  Seminole,  Osceola, 
and  Lake  counties,  as  well  as  the  western 
side  of  Volusia  County  (Daytona  Beach  is 
on  the  eastern  side  of  Volusia). 

Early  last  year,  the  Orlando  Sentinel 
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underwent  a  newsroom  reorganization 
that  created  several  new  positions.  The 
paper  instituted  a  content-development 
unit  and  tapped  Steve  Doyle  to  fill  the 
new  position  of  assistant  managing  editor 
of  product  development.  Doyle  had  held  a 
number  of  editing  positions  at  the  paper, 
most  recently  in  features.  Last  April,  Kim 
Marcum  joined  the  Sentinel  as  assistant 
managing  editor  for  features,  coming 
from  The  Sun  in  Baltimore.  The  following 
month,  the  Sentinel  welcomed  Elaine 
Kramer  from  The  Morning  Call  in  Allen¬ 
town,  Pa.,  as  its  new  managing  editor. 

The  paper  last  year  also  launched  a 
special-projects  investigative  team  led  by 
Sean  Holton,  assistant  managing  editor 
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Orange  County:  313,805  Households 
Orlando  Sentinel 

117,654 

175,766 

37.5% 

56.0% 

Osceola  County:  56,757  Households 
Orlando  Sentinel 

17,462 

28,278 

30.8% 

49.8% 

Seminole  County:  134,879  Households 
Orlando  Sentinel 

48,398 

78,867 

35.9% 

58.5% 

Flagler  County:  19,840  Households 
Daytona  Beach  News- Journal 

9,993 

12,885 

50.4% 

64.9% 

The  Florida  Times-Unioa,  Jacksonville 

320 

488 

1.6% 

2.5% 

Orlando  Sentinel 

148 

273 

0.7% 

1.4% 

Volusia  County:  174,776  Households 
Daytona  Beach  News-Journal 

89,082 

103,627 

51.0% 

59.3% 

Orlando  Sentinel 

23,278 

29,784 

13.3% 

17.0% 

Brevard  County:  195,116  Households 
Florida  Today,  Melbourne 

86,507 

107,903 

44.3% 

55.3% 

Orlando  Sentinel  _ 

11,783 

15,168 

6.0% 

7.8% 

Press  Journal,  Vero  Beach 

1,944 

2,320 

1.0% 

1.2% 

Source:  Audit  Bureau  of  Qrculations 


for  projects;  Monty  Cook,  assistant 
managing  editor  for  photo/design;  and 
Manning  Pynn,  public  editor. 

The  Daytona  Beach  News-Journal  — 
co-owned  by  the  Davidson  family  and 
Cox  Enterprises  Inc.  but  operated  by  the 
Davidsons  —  had  daily  circulation  of 
106,078  (up  0.68%  over  a  year  ago)  and 
Sunday  circulation  of  123,218  (down 
1.07%)  in  the  most  recent  ABC  FAS-FAX. 
The  News-Journal,  covering  Volusia  and 
Flagler  counties,  competes  with  the 
Sentinel  only  in  western  Volusia  County. 

In  October,  the  News-Journal 
converted  to  a  narrower  web  width  to 
save  on  newsprint  costs  and  simultane¬ 
ously  introduced  a  redesign.  The 
makeover  included  a  new  flag  and  body 
typeface,  and  section  fronts  were  changed 
to  make  them  uniform  in  appearance. 

The  paper  added  “Daytona  Beach”  back  to 
its  title,  having  dropped  the  city’s  name 
several  years  ago  in  an  effort  to  broaden 


i  its  reach.  The  change  that  generated  the 
I  most  reader  feedback  was  moving  to  the 
1  cartoon  page  both  “Doonesbury”  (from  I 
I  the  editorial  pages)  and  “Dilbert”  (from 
'  the  business  section).  As  a  result  of  those 
i  switches,  the  News-Journal  had  to  drop  I 
j  the  comic  strips  “B.C.”  and  “Mary  Worth.” 

I  Many  readers  complained  about  the 
I  cancellation  of  “Mary  Worth”  because  ' 
j  they  hiid  long  followed  the  strip’s 
i  soap-operalike  story  line,  said  Brad 
j  Gtordner,  the  News-Journal  marketing- 
!  development  manager, 
j  Since  all  those  changes,  completed 

i  in  just  nine  months,  News- Jcmr/iaZ 
j  Executive  Editor  Donald  Lindley  said, 
there  has  been  only  minor  tweaking. 

Gannett  Co.  Inc.’s 
Florida  Today  —  with  daily 
tat  SwKlayttotat  circulation  of 90,396  (down 

NM  PMliO'lilOfl  ^ 

0.37%  under  a  year  ago)  ! ; 

%  56  0%  and  Sunday  circulation  of 

111,645  (down  1.9%) — 

%  49.8%  dominates  the  southeastern  ! 

comer  of  the  designated 
%  58.5%  market  area.  This  comer 

includes  Melbourne  and  i  | 

%  64.9%  the  rest  of  Brevard  County,  j! 

%  2.5%  also  known  as  the  Space  i  j 

%  1.4%  Coast  because  of  the 

o  Ro  Qo  presence  of  the  Kennedy 

y  17  0%  Space  Center  in  Cape 

Canaveral.  Florida  Today 
%  553%  makes  the  most  of  its 

%  7.8%  proximity  to  America’s 

%  1.2%  busiest  launch  facility 

with  a  comprehensive 
special  section,  presented 
j  in  partnership  with  Space.com  Inc.,  on 
!  its  Web  site  (http :  / /www.floridatoday 
;  .com/space). 

1  Brevard  County  also  is  home  to  more 
I  than  15  Fortune  500  companies, 
j  including  leaders  in  the  aerospace, 
i  electronic,  and  manufacturing  industries.  j 
By  far  the  newest  of  the  three  major  ^ 

daily  newspapers  in  the  market,  Florida  | 
Today  was  launched  as  Today  in  1966.  1 1 

i  (The  Orlando  Sentinel  was  founded  in  i ! 
1876,  the  Daytona  Beach  News-Journal  ! 

in  1904.)  Today's  name  was  changed  to 
Florida  Today  in  1985.  : ; 

Like  their  competitors  in  the  TV,  radio,  1 1 
I  and  outdoor  media,  newspapers  in  the  !  | 
I  Orlando  market  are  looking  forward  to  !  | 
some  new  spending  on  political  I  j 

advertising  this  year  from  the  creation  :  | 
of  a  newly  drawn  congressional  district.  j  j 

Media  outlets  also  are  hoping  to  benefit  |  j 
j  from  races  for  governor,  mayor  of  '  | 

Orlando,  and  offices  in  Orange  County.  D 
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DISPLAY  CLASSIFIED  ROP  ADVERTISING  INDEX 


classified  index  for  the  month 
rose  1%.  The  national  index  fell 
6%;  the  insert  index,  12%;  and 
the  retail  index,  13%. 


National  was  flat  for  the 
year  to  date.  Over  the  same 
period,  inserts  were  down  1%; 
classifieds,  5%;  and  retail,  9%. 


Competitive  Media  Reporting 
newspaper  ad  indices  appear  to 
show  an  industry  in  recovery. 
Incredibly,  linage  in  the 


Even  though  April 

had  only  four  Sundays 
this  year  versus  five 
last  year,  the  monthly  EaPj 


THE  APRIL  E&P/Cm  NEWSPAPER  ADVERTISING  INDICES 


MAR 


MAYJUN 


JULAUGSEP  OCT  NOV  DEC 

10424  94  35  103.46  113.00  11390  119  13 

National  ROP  Index 
YTDO%,  APR -6% 

Bearing  in  mind  it  had  five 
Sundays  last  year  and  only 
four  this  year  (the  “Infra-Sunday 
Effect”),  April  wasn’t  the  cruelest 
month  for  the  National  ROP 
(Run-of-Press)  Index  on  a  year- 
over-year  basis.  Although  the 
Food  &  Household  category’s 
lean  linage  for  April  had  national¬ 
advertising  directors  hungry  for 
more,  the  Airlines  category  took 
off  nicely  after  being  grounded 
the  first  quarter  of  the  year. 


JANjFEB  MAR  APRMAY  JUN  JUL|AUG:SEP  OCT  NOV  DEC 

,  100.00 '  112.73  127.67  ‘  11959  '  132.85  '  123.96  102.03  '  122.07 '  113.21  llMl  ‘  162.72  178  42 

91.00  100.58  120.91  10339 

MLCHEGMIBijYilUiw.l 

Least  sensitive  of  the  four  £&/*/ 
CMR  newspaper  advertising 
indices  to  the  “Infra-Sunday 
Effect,"  the  Retail  ROP  Index 
recorded  no  April  showers  of  ad 
linage.  Even  the  monsoons  of  its 
leading  rainmaker  in  this  millen- 
*  nium,  the  Drug  Stores  category, 
appeared  more  like  drizzles  for 
^  0%  the  month.  High  and  dry,  both 

for  April  a^the  year  to  date. 
Office  Supply  Stores  ;  54%  -53%  were  the  Office  Supply  Stores 

Sporting  CkicKto  Stores Computer  Stores  categories. 


Apparel  &  Accessory  Stores  -9%  -13% 


Books  &  Stationery  Stores 


Computer  Stores 


Department  Stores 


Drug  Stores 


Preprinted  Insert  Index 
YTD  -1%,  APR  -12% 

Because  April’s  “Infra-Sunday  Effect” 
had  its  strongest  impact  on  the 
Preprinted  Insert  Index,  the  index 
actually  reflected  a  potent  performance 
for  the  month,  despite  being  down  12%. 
And,  considering  the  vast  majority  of 
inserts  are  circulated  with  Sunday  news¬ 
papers,  the  April  showings  of  the  Office 
Supply  Stores  and  Building  Materials 
categories  seem  especially  noteworthy. 


Building  Materials  -3%  11% 

Consumer  Electronics  -1%  -18% 

-8%  -27% 

Food  &  Household  (CMO)  -2%  -8% 

Furniture  &  Accessories  -2%  -2% 


Discount  Stores 


I  JAN  FEB  MAR 

'l  100  00  113.12  114  47 

72  92.73  10608  13906 


APR  MAYJUN  JUL  AUG  SEP 

133.61  125.40  '  110.11  102  61  '  124.02  12219 

11745 


OCT  NOV  DEC 

113.96  166.82  177.28 


Other  Inserts 


Display  Classified  ROP 
Index  YTD  -5%,  APR  1% 

The  sky  is  not  falling!  The  sky  is  not 
faliingl  Flying  in  the  face  of  April’s 
“Infra-Sunday  Effect,”  the  Display 
Classified  ROP  Index  recorded  its  first 
increase  in  ad  linage  on  a  year-over-year 
basis  in  the  21st  century.  Hell  on  wheels 
was  the  Automotive  category. 


I  JAN  FEB  MAR  APR  MAY  JUN  JUL  AUG  SEP  OCT  NOV  DEC 

■  2001  100.00  99.55  107.00  93.97  91.55  9555  95.72  94.53  10126  93.19  92.08  89  45 

87.13  89.30  10482  95.07 


CLASSIFIED  categories! 

YTD 

APR 

Automotive 

7% 

12% 

Education  I 

-16% 

-13% 

Other  Display  Classified 

1% 

-14% 

Itoal  Estate 

-11% 

-5% 

Recruitment 

-50% 

-38% 

NATIONAL  CATEGORIES 

YTD 

APR 

Airlines 

'  0% 

30% 

Auto  Dealer  Associations 

1  15% 

22% 

Banks/Credit  Cards 

i  -9% 

-7% 

Computers  &  Stiftware 

i  -3% 

0% 

Corporate/Office/Other 

i  33% 

-23% 

Factory  Automotive 

i  -17% 

-7% 

Food  fc  Household 

i  -17% 

-48% 

GovemmenVPolitical 

i  19% 

11% 

Hotels  &  Resorts 

I  -12% 

-19% 

Insurance 

1  -6% 

4% 

Investments 

^  -14% 

-21% 

Mall  Order 

I  -7% 

1% 

Motion  Pictures 

8% 

-9% 

Travel  &  Tourism 

1  -8% 

-15% 

Utilities  &  Communications 

2% 

0% 

1 

■ 

1 

■ 

i 

1 

1 
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ON  THE  LINE 


By  providing  a  link  to  the  video  of  Daniel  Pearl’s  execution, 
the  ‘Boston  Phoenix’  reminds  us  what  we  must  never  forget 


The  video  of  Danny 
Pearl’s  murder 

BY  WAYNE  ROBINS  is  a  wake-up  call 

to  those  who  underrate  the 
enemy’s  genocidal  impulse. 


ON  MY  COMPUTER,  I  WATCHED 

a  video  of  Daniel  Pearl  being 
murdered.  The  link  was  provided 
by  the  Boston  Phoenix’s  Web  site 
(http://www.bostonphoenix.com).  The 
alternative  weekly  newspaper  and  its 
publisher,  Stephen  M.  Mindich,  have  been 
scorned  by  all  the  usual  guardians  of  taste 
and  propriety.  (For  the  record,  I  am  a 
free-lance  contributor  to  the  music  section 
of  the  Boston  Phoenix.)  I  am  also,  and  it  is 
relevant  here,  a  Jew. 

I  watched  the  full  video  twice,  to  make 
sure  that  what  I 
had  heard  and 
seen  were  true: 

Daniel  Pearl,  in  a 
calm,  clear  voice, 
exhibiting  more 
courage  than  I 
have  ever  seen, 
admitting  to  his 
Pakistani  captors 
he  was  a  Jew.  He  is  asked  to 
repeat  and  affirm  that  he  was  a 
Jew  and  that  he  had  visited 
Israel,  where  a  street  is  named 
after  one  of  his  forefathers.  Soon,  one 
of  the  butchers  is  holding  Pearl’s 
severed  head  by  the  hair  and  bobbing  it 
for  the  camera. 

Sober  but  shortsighted  pundits 
weighed  in  heavily  against  the  Phoenix. 
“At  bottom,  the  link  and  the  photos  failed 
to  advance  the  story:  We  knew  that  The 
Wall  Street  Journal  reporter  had  been 
brutally  murdered. ...  It’s  nothing  more 
than  a  snuff  film,”  wTOte  Mark  McGuire 
of  the  Times  Union  in  Albany,  N.Y. 

No,  it  is  absolutely  not  a  snuff  film.  It 
is  a  wake-up  call.  While  the  president 
restructures  the  Department  of  Defensive¬ 
ness  and  Dysfunction,  many  of  us  have 
been  seduced  into  underrating  the 
genocidal  —  anti-American,  anti-Israeli, 
anti-Jewish  —  impulse  of  the  enemy. 

Mainstream  newspaper  Web  sites,  of 
course,  have  shown  nil  interest  in  the 
video.  Ken  Sands,  interactive  editor  of  The 
Spokesman-Review  (http://www.spokes 


manreview.com),  in  Spokane,  Wash.,  was 
typical:  “I  wouldn’t  go  so  far  as  to  say,  not 
in  a  million  years”  would  he  link  to  the 
video,  “but  maybe  999,999  years.” 

J.D.  Lasica  of  the  Online  Journalism 
Review  (http://www.ojr.org)  sees  this  as 
dangerous  thinking:  “What  news  organi¬ 
zations  should  not  do  is  default  into  their 
classic  gatekeeper  mode  of  deciding  they 
alone  know  what’s  best.”  Speaking  of 
online  sites  in  particular,  he  said:  “We’re 
mature,  we’re  informed,  we  can  decide  for 
ourselves  whether  we  can  stomach  it.” 

Praise,  or  at  least  grudging  respect, 
for  the  Phoenix  is  hard  to  find.  But 
it’s  out  there.  Jan  Herman,  who 
produces  “The  Juice”  Web  log  on 


MSNBC.com,  wrote:  “For  the  first  time 
in  niy  life,  after  seeing  that  video,  I 
understand  in  my  gut  what  I  have  always 
thought  I  understood  in  my  head. ...  After 
seeing  the  video,  I  now  tremble  with  the 
same  foreboding  that  two  weeks  ago 
two  Holocaust  survivors  told  me  they 
were  feeling:  ‘It  can  happen  again;  it  has 
already  begun.’” 

“It”  is  the  Second  Holocaust,  written 
about  so  eloquently  (and  controversially) 
by  Ron  Rosenbaum  of  The  New  York 
Observer,  now  archived  on  the  weekly’s 
Web  site  (http://www.nyobserver.com) 
and  debated  heatedly  among  American 
Jewish  intellectuals  these  last  few  months. 

Daniel  Pearl  was  not  decapitated  so  we 
could  turn  own  heads  away.  Or  is  it  now 
our  journalistic  instinct  to  ignore  hard 
truths?  Pearl  was  killed  for  being  a  Jew. 
The  agonizing  video  sends  a  profound 
message,  and  so  we  must  send  one  back: 
Never  forget,  never  forgive,  never  again.  S 


— 


COX  DOES  THE  LOCAL-MOTION 

Switching  strategy,  Atlanta-based  Cox 
Enterprises  Inc.  has  decentralized  control 
over  its  online  city  guides,  turning  the 
sites  over  to  local  Cox  newspapers  and 
other  media  outlets. 

With  the  departure  of  Cox  Interactive 
Media  President  Peter  Winter  last  month, 
the  new-media  group  will  no  longer 
control  the  direction  and  advertising-sales 
efforts  for  Cox’s  60  Web  sites  from  its 
Atlanta  headquarters. 

Cox  Interactive  Chief  Operating  Officer 
Scott  Whiteside  said  his  group  will  now 
only  provide  technical  and  other  support 
to  the  Cox  sites.  Cox  Interactive  has 
downsized  to  about  255  jobs  today  from 
450  last  fall.  —  Ca/f  Sullivan 

THE ‘OLOOE’-AL  NEWSSTAND 

The  Boston  Globe  launched  a  paid 
electronic  edition  last  week  using  the 
technology  of  Newsstand  Inc.  in 
Austin,  Texas. 

Customers  will  be  able  to  download 
exact  replicas  of  the  print  Globe 
newspaper  via  the  Web  and  the 
proprietary  NewsStand  Reader  software. 
Singie  copies  and  subscriptions  are 
available  for  purchase  at  http://www 
.  bostonglobe.com/ee. 

The  Globe’s  parent  New  York  Times 
Co.  is  an  investor  in  NewsStand,  which 
also  provides  the  electronic  edition  of 
The  New  York  Times.  —  C.S. 


Tribune  Media  Net  is  getting  behind 
the  wheels  of  the  Lincoln  Navigator  and 
LS  and  driving  them  all  across  its  multipie 
media  properties  in  Chicago,  including 
tile  and  banner  ads  on  the  company's 
two  hometown  Web  sites  (http://www 
.chicagotribune.com  and  http://www 
.metromix.com). ...  The  Online  Publishers 
Association  has  on  its  site  (http://www 
.online-publishers.org}  a  white  paper 
arguing  that  “Total  Reach”  (unique 
visitors  per  month),  the  most  common 
audience  measure  for  Web  sites,  is  not  as 
useful  in  determining  value  to  advertisers 
as  “Loyal  Users”  (those  who  visit  a  given 
site  frequently).  —  W.R. 
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The  Pack  Rat 


Should  newspaper  readers  be  getting  religion  in  their  reporting? 


IT  IS  NEVER  EASY  TO  COVER  THE  RELIGIOUS  ANGLE  OF  A 

terrible  tragedy.  No  reporter  wants  to  be  branded  “elitist” 
for  asking  questions  about  the  impact  of  religious  belief 
on  someone’s  behavior.  I’m  not  talking  about  clerical 
pedophilia.  However,  in  the  wake  of  stories  about  Andrea 
Yates,  John  Walker  Lindh,  and,  now,  the  death  of  a  toddler  left  in 
a  van  for  seven  hours  by  her  family  to  die  in  agony  from  the  heat, 
it’s  time  the  press  developed  a  new  paradigm  for  covering  the 
possible  fallout  of  religious  beliefs. 


The  first  story  in  The  Washington  Post 
\  on  Frances  Kelly  appeared  May  31.  A 
i  21-month-old  girl  had  been  forgotten  in  the 
j  family  van  in  their  driveway  in  Manassas, 

I  Va.  She  was  noticed  by  a  neighbor  seven 
[  hours  later.  Her  father  was  hanging  out 
I  with  the  other  Idds;  her  mother  was  away. 
Frances  was  the  youngest  of  13  children. 
Clearly,  the  father  had  trouble 
keeping  track  of  them. 

Some  fiiends  from  the  “large 
I  protective  Catholic  community’ 
j  quickly  volunteered  testi- 
I  monials  to  the  Post  about 
the  “deeply  religious”  Kelly 
family.  There  were  references 
to  Catholic  values  and  the 
children’s  excellent  grades 
j  at  a  Catholic  school.  When 
Kevin  C.  Kelly  was  indicted  for 
involuntary  manslaughter,  more  than  50 
j  fellow  parishioners  came  to  court  to 

support  him  and  denounce  the  indictment, 
j  Then  came  the  incongruous  banner  head¬ 

line  in  the  Post  on  June  10:  “Death  Mars  a 
Flattering  Family  Portrait.”  Well,  yes. 

The  story  began:  “Everybody  at  All  Saints 
CathoUc  Church  and  the  Seton  School  in 
Manassas  knows  who  the  Kellys  are:  They 
i  occupy  the  third  pew  from  the  Iront  at  the 
I  daily  early-morning  Mass.”  However, 
i  hidden  in  four  separate  Post  stories  were 


clues  to  an  unflattering  family  picture 
painted  by  their  neighbors:  Some  reported 
seeing  little  Kelly  kids  playing  in  vehicles 
previously.  In  April,  a  police  officer  found 
Frances  running  down  the  street,  alone. 

In  February,  the  father  left  his  3-year-old 
son  at  a  video  store  where  the  boy  stayed 
for  hours  until  police  called  the  Kelly  home 
to  ask  if  anyone  had  noticed 
they  were  missing  a  child. 

And  the  oldest  girl  had  to  skip 
high  school  for  a  while  her 
senior  year  to  care  for  the 
other  children. 

I  believe  that  if  the  religion 
involved  here  weren’t  one  of  the 
mainstream  Judeo-Christian 
sects,  editors  and  reporters 
might  have  raised  some  serious 
questions:  Did  the  family  priest 
not  notice  any  problems  —  or  urge  the 
couple  to  reconcile  their  religious  views  on 
birth  control  with  their  ability  to  handle  so 
many  children?  What  of  the  wide  impact  of 
having  so  many  kids  on  the  other  Kelly  chil¬ 
dren?  Stories  indicated  the  older  children 
were  being  used  as  a  built-in  baby-sitting 
service  while  the  parents  continued  to 
produce  more  kids  than  they  could  handle. 

Finally,  did  an  editor  consider  asking  a 
Catholic  theologian  for  a  quote?  Another 
Catholic  might  have  noted  that,  according 


to  Jesus  in  the  New  Testament,  there’s 
more  to  being  “religious”  than  going  to 
church  every  day. 

As  the  Post  grappled  with  this  complex 
story.  The  Washington  Times  dove  right  in 
—  trashing,  in  an  editorial,  the  indictment 
against  the  father,  who  is  already  suffering 
because  of  what  he  called  “a  tragic 
accident.”  Hold  on!  “Accident”  is  when 
your  toddler  suddenly  bolts  into  the  street 
and  is  hit  by  a  car.  This  was  an  accident 
waiting  to  happen. 

After  years  of  reading  opinion  pieces  in 
The  Washington  Times,  I  believe  that  if 
the  situation  involved  a  single  Afncan- 
American  mom  in  the  District  of  Columbia 
with  even  six  kids  Get  alone  13)  who’d  lost 
track  of  one,  there’d  be  a  call  for  forced 
sterilization  and  demands  that  Social 
Services  take  her  children  away.  You  can’t 
convince  me  that  the  cormection  to  a 
mainstream  conservative  parish  doesn’t 
affect  the  coverage  to  some  degree. 

It  seems  that  papers  are  more  willing  to 
find  voices  to  question  how  religion  can  be 
hurtfiil  when  it’s  nontraditional.  We  rip 
Jehovah’s  Witnesses  who  deny  modem 
medicine  to  their  children.  We  quote 
moderate  imams  to  disparage  oppressive 
and  murderous  fundamental  Muslim 
practices.  'The  press  had  a  field  day  with  the 
parents  of  John  Walker  Lindh,  the 
“American  Taliban.”  We  hashed  over  their 
“California  lifestyle,”  their  “New  Age” 
dabbhng.  And  it  took  a  while  for  us  to  begin 
asking  whether  some  self-anointed  “Chris¬ 
tian”  counselor  led  Andrea  Yates’  husband 
to  force  babies  on  his  unstable  wife. 

I  have  no  easy  answers  on  how  to  cover 
tragedies  where  mainstream  religion  is  part 
of  the  background  noise.  But  I  think  that  if 
the  “deeply  religious”  shield  had  not  been 
thrown  up  by  Kelly’s  fefiow  parishioners, 
the  Post  stories  of  Frances  Kelly’s  death 
(particularly  on  June  10)  would  have 
focused  more  on  the  dilapidated  home  and 
police  reports  on  the  forgotten  kid  —  and 
writers  would  have  asked  more  demanding 
questions  of  their  priest.  That’s  what  I’ve 
seen  in  other  stories  on  children’s  deaths. 

Meanwhile,  the  Post,  according  to 
sources,  has  received  complaints  finm 
Catholics  who  don’t  think  the  Kellys’ 
religion  should  have  been  mentioned  at 
all.  Until  we  come  up  with  a  better  way  to 


filter  “deeply  religious,”  I  agree.  (1 
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1201  Commerce  Drive 
Richardson,  TX  75081 


NEXPO  BOOTH  #1931 

The  TKS  ColorTop  produa  line  includes  the 
ColorTop  7000  printing  at  85,000  CPH  and  the 
ColorTop  3100  singlewide  press  which  prints 
at  51,000  CPH.  Additionally,  TKS  can  add  our 
shaftless  towers  to  your  existing  press  and 
upgrade  your  inking  system  to  Digital  Ink  Pumps. 


MAN 

ROLAND 


I 


800  East  Oak  Hill  Drive 
Westmont,  IL  60559-5521 
630.920.2000 
vvvvw.manroland.com 

NEXPO  BOOTH  #2601 
MAN  Roland  is  the  world's  market  leader  in 
web  press  and  newspaper  printing  technology. 
That  gives  us  the  power  to  custom  create  a 
pressroom  that  will  precisely  meet  all  of  your 
production  requirements. 


£T1 

The  Austin  Company 
Mike  Pusich, 

V.  P.  Austin  Newspaper  Group 
800.333.0780  x789 
vvww.theaustin.com 


NEXPO  BOOTH  #2101 

The  Austin  Company  offers  end-to-end  facility 
services  for  the  newspaper  industry  including: 
planning;  site  location;  transportation/distribution 
consulting;  design;  engineering;  and  construdion. 
Projects  include  new  construction,  renovation  and 
expansion  of  printing,  distribution,  office  and 
support  space. 


MGL 

^^^INTERNATIONAL  INC."^ 

1800  Chapman  Avenue 
Rockville,  MD  20852 
Phone:  (301)881-4242 
Fax:  (301)  881-9121 


NEXPO  BOOTH  #1333 

MGI  International  Inc  will  be  exhibiting 
pressroom  pollution  control  equipment,  flexo 
ink  management,  flexo  ink  recove: «  equipment, 
dust  control  and  noise  control. 

STAFFED  BY:  Art  Hamlin 


[¥13  Craftsman 

LULm^lLJ  Newspaper  Production  Systems 


Craftsman  Newspaper 
Production  Systems 
vvww.craftsmansystems.com 
Rich  Higgins,President 
ph:  888-484-8383 

e-mail:  rich@craftsmansystems.net 

NEXPO  BOOTH#:  2838 

Craftsman  is  the  North  American  sales  agent  for 
Schur  Packaging  Systems.  Schur  designs  and 
manufactures  a  complete  line  of  packaging  and 
distribution  equipment  for  post-press  operations 
including  gripper  conveyors,  stackers,  inserters, 
collators,  bundle  and  pallet  labelers,  palletizers 
and  bundle  distribution  systems. 


770  Broadway,  7th  Floor  •  New  York,  NY  10003 

Products  6  Services 

Adweek  •  Brandweek  •  Mediaweek  •  Adweek  Magazines'  Technology  Marketing 


AU  REPRINTS 
Reprint  Services 

Angelica  Young  •  (651)  582-3800 

UST  RENTALS 

Edith  Roman  Associates 
Julius  Single  •  (845)  731-2731 

SUBSCRIPTIONS.  BACK  ISSUES 

SUBSCRIPTIONS 

(800)  722-6658 

CLASSIFIED  AD  SALES 

(800)  7-Adweek 


DIRECTORIES 

To  purchase  a  copy:  (800)  468-2395 
Advertising  sales:  (646)  654-5207 

LICENSING/PERMISSIONS 
Susan  Kaplan  •  (646)  654-5383 

DISPLAY/ONLINE  AD  SALES 

ADWEEK 

Ami  Brophy,  VP/Publisher 
(646)  654-5117 
abrophy@adweek.com 

BRANDWEEK 

Charlotte  Erwin,  Publisher 
(646)  654-5383 
cerwin@adweek.com 


MEDIAWEEK 

Linda  D'Adamo,  Publisher 
(646)  654-5383 
ld'adamo@adweek.com 

ADWEEK  MAGAZINES' 
TECHNOLOGY  MARKETING 
Charlotte  Erwin,  Publisher 
(646)  654-5383 
cerwin@adweek.com 

EDITOR  &  PUBLISHER 
Charles  McKeown,  Publisher 
(646)  654-5120 

cmckeown@editorandpublisher.com 


Editor  &  Publisher 

CONFERENCES 

(888)  536-8536 

www.adweek.com/adweekconf 

SPECIAL  EVENTS 
(646)  654-5134 

BEST  SPOTS 

Nancy  Sobel  *  (646)  654-5218 

WEB  SITES 
adweek.com 
brandweek.com 
mediaweek.com 
technologymarketing,  com 
editorandpublisher.com 
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UP  387.560 
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Total 

Readership 

2,143,392 


Household 

Income 

$100K+ 


Young  Adults 
25-34 


OUR  1 5.4%  CIRCUUmON  INCREASE 
WAS  JUST  THE  REGINNINGI 


Source:  ABC  period  ending  March  31, 2002.  Subject  to  audit;  2002  NY  Scarborough  Report  i 


MORE  PREMIUM  POSITIONS 


Exciting 

color 

opportunities 
j  opposite  NYC’s 
most 
talked-about 
features. 


WANT  THE  REST 
OF  THE  STORY? 

Call  John  Ancona, 

VP  Ad  Sales  at 
212-930-8220  to 
update  your  team 
on  the 


MORE  SPECIAL  SECTIONS 

|4ign-quality 
Special  color 

miww 

sections 

targeted 
at  the  1 

consumers  J 

relevant  / 

to  your  / 

c'  1 

message.  |j 

